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INTRODUCTION 
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CHAPTER – I 
INTRODUCTION 
1.0 Introduction 
Buying as an activity is not a recent phenomenon. In fact, buying and selling must 
have originated in one form or the other with the origin of society. As society 
developed, the concept also underwent changes in nature, form and kind. Initially 
perhaps, buying must have been related to the needs of the individual which they 
were not able to fulfill from their own activities and developed resources to acquire 
form others. This led to the activity of commercialization in human society.  With 
development in society the activity of buying began to acquire various manifestations 
and forms. The concepts of Whole sale buying and Retail buying are the traditional 
distinctions usually made in society. The former is generally related to the trader and 
the later to the individual. In this age the distinction seems to overlap and new forms 
are gradually emerging when buying is not only related to the actual needs but has 
become an activity by itself and a phenomenon with its own complexity. True, it has 
led to consumerism –i.e. buying not only for needs but to fulfill individual‘s urges, 
desire, needs and motivations. Buying has its roots embedded in various behavioral 
and social sciences like economics, psychology and the Management Sciences, 
where the phenomenon has been studied in several ways. The present work is an 
attempt to study the activity of buying in retail when an individual buys motivated by 
his inherent impulse to fulfill his desire of some kind. 
1.1 Retail Industry  
 
India‘s retail industry accounts for 10 percent of its GDP and 8 percent of the 
employment to reach $17 billion by 2010. The Indian retail market is estimated at 
US$ 350 billion. But organized retail is estimated at only US$ 8 billion. However, the 
opportunity is huge-by 2010, organized retail is expected to grow at 6 per cent by 
2010 and touch a retail business of $ 17 billion as against its current growth level of 3 
per cent which at present is estimated to be $ 6 billion, according to the Study 
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undertaken by The Associated Chambers of Commerce and Industry of India 
(ASSOCHAM). Indian retailing is clearly at a tipping point. India is currently the ninth 
largest retail market in the world. And it is names of small towns like Dehradun, 
Vijayawada, Lucknow and Nasik that will power India up the rankings soon. 
 
Globalization and liberalization of the Indian economy has increased competition and 
resulted into creating new markets. In the retail arena, new emerging markets such 
as India and China are replacing saturated western markets. Over the last few years, 
India is experiencing a revolution in the retail market. Though, at present it only 
accounts for less than 6 percent of the total market but it is expected to maintain a 
faster growth rate over the next three years. The retail sector is at an inflexion point, 
with many enabling conditions coming into existence viz. favorable demographics, 
rising consumer incomes, real estate developments especially with emergence of 
new shopping malls, availability of better sourcing options both from within India and 
overseas, and changing lifestyles that bring the Indian consumer closer to the 
consumers in more developed markets. All these changes are driving growth of 
organized retailing and as a result India continues to be one of the most potential 
markets for the Global retailers. There is significant development taking place in 
global retail scenario. India topped A T Kearney‘s list of emerging markets for retail 
investments in year 2009, getting back this position from Vietnam in last year ranking 
(AT Kearney‘s annual 2009 report). The 2nd fastest growing economy in the world, 
the 3rd largest economy in terms of GDP in the next 5 years and the 4th largest 
economy in PPP terms after USA, China & Japan, India is rated among the top 10 
FDI (foreign direct investment) destinations. 
 
As per the study by the McKinsey Global Institute (Beinhocker, Eric D. et al 2007), an 
economics research arm of McKinsey‘s, India has become the world‘s 12th Trillion 
dollar economy, and further it predicted that India is well on its way to become the 
world‘s fifthlargest consumer market by 2025. India has been progressing smooth 
with 2nd stage reforms in place, India can be reasonably proud of having put in place 
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some of the most widely accepted Corporate Ethics (Labour Laws, Child Labour 
Regulations, Environmental Protection Lobby, Intellectual Property Rights, and Social 
Responsibility) and major tax reforms including implementation of VAT, all of which 
make India a perfect destination for business expansion. The Indian retail market is 
attracting a large number of international players in anticipation of explosive growth.  
 
The Indian Retail sector has caught the world‘s imagination in the last few years. 
Topping the list of most attractive retail destination list for three years in a row, it had 
retail giants like Wal-Mart, Carrefour and Tesco sizing up potential partners and 
waiting to enter the fray. Organized retail like Big Bazaar, Shoppers Stop etc.  in India 
has the potential to add over Rs. 2,000 billion (US$45 billion) business by the Year 
2010 generating employment for some 2.5 million people in various retail operations 
and over 10 million additional work force in retail support activities including contract 
production & processing, supply chain & logistics, retail real estate development & 
management etc. It is estimated that it will cross the $650-billion mark by 2011, with 
an already estimated investment of around $421 billion slated for the next four years. 
 
A good talent pool, unlimited opportunities, huge markets and availability of quality 
raw materials at cheaper costs is expected to make India overtake the world's best 
retail economies by 2042, according to industry players. The retail industry in India, 
according to experts, will be a major employment generator in the future. Currently, 
the market share of organized modern retail is just over 4 per cent of the total retail 
industry, thereby leaving a huge untapped opportunity. The sector is expected to see 
an investment of over $30 billion within the next 4-5 years, catapulting modern retail 
in the country to $175-200 billion by 2016, according to Technopak estimates. 
 
1.2 Shopper behavior at traditional retail outlet 
In India, there is a small but growing amount of research on shopper behavior. 
Although miniscule in comparison to the volume of research available in developed 
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markets, there has been a definite start made. However, most of the studies done so 
far in India are in the Modern Retail space. Indian retail on the other hand is 
dominated by the unorganized sector with over 90% share of the retail trade. 
 
The opening up of the Indian economy in the early 90‘s created a spate of new 
brands and products that vie for the attention of the growing middle class. Experts 
believe that India‘s economic growth should propel it into the top five global 
economies in the next twenty years (Bhagwati and Calomiris, 2008; Das, 2000; 
Khanna, 2007). Several studies have drawn the attention of global corporations 
towards India. Therefore, we can safely conclude that within a span of last decade 
Indian market had transitioned from being a manufacturer – supplier driven market 
into a consumer demand driven market.  
The Indian retail industry is divided into organized and unorganized sectors. 
Organized retailing refers to trading activities undertaken by licensed retailers, that is, 
those who are registered for sales tax, income tax, etc. These include the corporate-
backed hypermarkets and retail chains, and also the privately owned large retail 
businesses. Unorganized retailing, on the other hand, refers to the traditional formats 
of low-cost retailing, for example, the local kirana shops, owner manned general 
stores, paan / beedi shops, convenience stores, hand cart and pavement vendors, 
etc. 
 
India‘s retail sector is wearing new clothes and with a three-year compounded annual 
growth rate of 46.64 per cent, retail is the fastest growing sector in the Indian 
economy. Traditional markets are making way for new formats such as departmental 
stores, hypermarkets, supermarkets and specialty stores. Western-style malls have 
begun appearing in metros and second-rung cities alike, introducing the Indian 
consumer to an unparalleled shopping experience. 
 
The Indian retail sector is highly fragmented with 97 per cent of its business being run 
by the unorganized retailers like the traditional family run stores and corner stores. 
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The organized retail however is at a very nascent stage though attempts are being 
made to increase its proportion to 9-10 per cent by the year 2010 bringing in a huge 
opportunity for prospective new players. The sector is the largest source of 
employment after agriculture, and has deep penetration into rural India generating 
more than 10 per cent of India‘s GDP. India is the 4th largest economy as regards 
GDP (in PPP terms) and is expected to rank 3rd by 2010 just behind US and China. 
On one hand where markets in Asian giants like China are getting saturated, the AT 
Kearney's 2006 Global Retail Development Index (GRDI), for the second consecutive 
year placed India at the top retail investment destination among the 30 emerging 
markets across the world. 
Over the past few years, the retail sales in India are hovering around 33-35 per cent 
of GDP as compared to around 20 per cent in the US.  The last few years witnessed 
immense growth by this sector, the key drivers being changing consumer profile and 
demographics, increase in the number of international brands available in the Indian 
market, economic implications of the Government increasing urbanization, credit 
availability, improvement in the infrastructure, increasing investments in technology 
and real estate building a world class shopping environment for the consumers. In 
order to keep pace with the increasing demand, there has been a hectic activity in 
terms of entry of international labels, expansion plans, and focus on technology, 
operations and processes. 
 
1.3 Shift in India’s Consumer Market and Two Faces of Retail Sector 
 
India‘s consumer market till now was broadly defined as a pyramid; a very small 
affluent class with an appetite for luxury and high-end goods and services at the top, 
a middles-class at the center and a huge economically disadvantaged class at the 
bottom. This pyramid structure of the Indian market is slowly collapsing and being 
replaced by a new multifaceted consumer class with a relatively large affluent class 
at the top, a huge middle class at the center and a small economically disadvantaged 
class at the lower end. Despite having a large consumer base that is growing 
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steadily, the market is complex and the propensity and capacity for Indian consumers 
to spend depends on a unique blend of price and value. Therefore, retailers whether 
domestic or foreign who can understand this complexity will be the most successful 
at selling to Indians, and stand to reap enormous benefits of scale. In fact, the 
income induced class movement happening across the rural and urban regions is 
forcing companies to relook at their customer segmentation and product positioning. 
 
1.4 Shifting Demographic Profile 
 
As people‘s economic behavior varies at different stages of life, changes in a 
country‘s age structure can have significant effects on its economic performance. The 
composition of the Indian population is shifting towards a larger composition of 
people in the age group 25-54 i.e. the working population with purchasing power. 
This shift is expected to be a major driver of consumption. In fact, the combined 
effect of this large working-age population and health, family, labor, financial and 
human capital policies can create virtuous cycles of wealth creation. In 2005 the 
median age stood at 24 years old. However, by 2020 the median age is expected to 
rise to just 28 years old (UK Trade and Investment Report, 2009). The low median 
age of the population means a higher current consumption spend vs. savings as a 
younger population has both, the ability and willingness to spend. Higher 
consumption is a direct booster for the retailing industry. India is currently having the 
largest young population in the world and 54 per cent of India‘s population is below 
25 years of age and 80 per cent are below 45 years. So a youthful, exuberant 
generation, nurtured on success, is joining the ranks of Indian consumers. These 
people are deeply rooted in Indian culture and traditions yet connected to and curious 
about the outside world. Their incomes may be growing but their budgets are still 
limited. Together, these characteristics have big implications for the product 
categories and brands they select. With basic needs satisfied and the future taken 
into consideration, these consumers will consider purchasing products that represent 
―the good life.‖ 
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Technopak research shows that during the last fifty years the population of India has 
grown two and a half times but urban India has grown nearly five times. By 2020 
almost 35% of the Indian population will be living in urban centers which will 
contribute approximately 65% to the GDP from the current 60%. India will add almost 
13 million people in the consuming age group of 15-59 years. Unlike any other top 10 
economy (including China) India will have the lowest median age and the trend will 
be even more pronounced by 2030 as most other populations (including China) age 
even more rapidly. This population has more aspirations and awareness.  With higher 
spending power they will consume more number of categories than their parents.  
 
1.5 Expansion in Middle Class Consumption 
 
McKinsey Global Institute report (Beinhocker et al., 2007) shows that within a 
generation, the country will become a nation of upwardly mobile middle-class 
households, consuming goods ranging from high-end cars to designer clothing. In 
two decades the country will surpass Germany as the world‘s fifth largest consumer 
market. The middle class currently approx. 50 million people is expected to expanded 
dramatically to 583 million people by 2025 which will be 41 percent of the population. 
These households will see their incomes balloon to 51.5 trillion rupees ($1.1 billion) 
which will be 11 times the level of today and 58 percent of total Indian income. 
Moreover, as per NCAER study, they are largely concentrated in the top twenty cities 
which make up less than 10% of India‘s population, generate as much as 60% of its 
surplus income and generate more than 30% of income (Economic Times Report, 
2008). 
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1.6 Augment in Number of Affluent Consumers 
Another prominent factor about India is increase in number of affluent much as 60% 
of its surplus income and generates more than 30% of income (Economic Times 
Report, 2008). 
According to the report, first 20 cities despite impending economic slowdown, for the 
next eight years (2008-2016), will grow at a healthy rate of 10.1% per annum, 
compared to other cities. 
 
Moreover, the KSA Technopak report (2005) estimated that there are 1.6 million 
households in India with a disposable income of at least US $ 8000 per annum to be 
spent in discretionary 
fashion on lifestyle products and services. The total market potential for upscale & 
luxury goods was estimated at $14.8 billion which included Indian and international 
luxury brands. But retailers will have to do a lot of hard work to educate the affluent 
consumers about their brands as knowledge for the same, among these really 
affluent consumers, barring a few, is either absent or sketchy at best. Today, there 
are just 1.2 million global Indian (earning more than $21,882, or $118,000, taking into 
account the cost of living) households accounting for some 2 trillion rupees in 
spending power. But a new class of ferociously upwardly mobile Indians is emerging 
which comprises of young graduates of India‘s top colleges who can command large 
salaries from Indian and foreign multinationals. Their tastes are indistinguishable 
from those of prosperous young Westerners; many own high-end luxury cars and 
wear designer clothes, and regularly vacation abroad. By 2025, there will be 9.5 
million Indians in this class and their spending power will hit 14.1 trillion rupees which 
is 20 percent of total Indian consumption (Beinhocker, 2007). 
 
When India opened its economy to the global marketplace in the early 1990‘s, many 
multinational corporations rushed in to pursue its middle-class consumers. As India 
emerges as one of the most potential markets for global brands and retailers and 
retail reinvents the way modern Indians celebrate their spending power. With rising 
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incomes, household consumption has increased, and a new Indian middle class has 
emerged. India‘s consumers are in a metamorphosis. As spending powers and habits 
change in India, these voices are becoming more defined, more demanding and 
more adventurous. But different consuming classes drive market growth in different 
ways, and an appropriate mix of strategies is required to capture this growth. India 
must capitalize on this ever escalating consumerism and channelize the spending 
towards healthy consumption for overall development of the country. The Indian retail 
market has been gaining strength, riding on the sound vibes generated by a robust 
economy that has given more disposable incomes in the hand of the consumer who 
will keep demanding better products and services, and a better shopping 
environment. India will experience tremendous consumption growth in its booming 
middle and upper classes, and this will provide significant opportunities for both 
Indian and multinational companies. However, to assume that the Indian consumer 
will become an exact replica of his global counterpart is the biggest fallacy 
companies can make. 
 
2.0 Impulse Purchases in retail stores 
 
Impulse purchasing generally defined as a consumer‘s unplanned purchase which is 
an important part of buyer behavior. It accounts for as much as 62% of supermarket 
sales and 80%of all sales in certain product categories. Though impulsive purchasing 
has attracted attention in consumer research unfortunately, there is a dearth of 
research on group-level determinants. 
Impulsive buying behavior is a widely recognized phenomenon. It accounts for up to 
80% of all purchases in certain product categories (Abrahams, 1997; Smith, 1996). It 
has been suggested that more purchases result from impulse than from planning 
(Sfiligoj, 1996). A 1997 study estimated that 4.2 billion annual sales volume was 
generated by impulse purchases of such items as candy and magazines 
(Hogelonsky, 1998). Retailers try to increase the number of impulse purchases 
through product displays and package design (Jones et al., 2003). In addition, 
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contemporary marketing innovations, for example, 24-hour stores and television and 
Internet shopping, make impulse buying even easier (Kacen & Lee, 2002). Further, 
the growth of e-commerce and the increasing consumer orientation of many societies 
offer greater opportunities for impulse purchases. 
Impulsive buying behavior is seen as a sudden, spontaneous act which precludes 
thoughtful, consideration of all available information and choice alternatives (Bayley & 
Nancorrow, 1998; Rook 1987; Thompson, Locander, & Pollio, 1990; Weinberg & 
Gottwald, 1982). It is "an unplanned purchase" characterized by (1) "relatively rapid 
decision-making, and (2) a subjective bias in favor of immediate possession" (Rook & 
Gardner, 1993). It is described as more arousing, unintended, less deliberate, and 
more irresistible than is planned buying behavior. Researchers agree that impulsive 
buying occurs when an individual makes an unintended, unreflective, and immediate 
purchase (Rook, 1987; Rook & Fisher, 1995; Rook & Hoch, 1985). Impulsive buyers 
are likely to be unreflective in their thinking, to be emotionally attracted to the object, 
and to desire immediate gratification (Hoch & Loewenstein, 
3. Need for Study 
 
It is evident that both affective and cognitive processes do occur in consumer 
decision-making.  Understanding how and why imbalance of each process works 
and contributes to impulsivity or self-control is essential in understanding the 
complete process of impulse buying.  This study will examine the cognitive and 
affective components of decision making as they relate to impulsive buying 
behavior.  In addition, this study will go further in depth than previous studies to 
examine the components of affective and cognitive processes and will compare 
males and females affective and cognitive processes associated with consumer 
impulse buying.  Also to be examined are differences between gender and product 
categories purchased. 
Although previous research recognizes that affective and cognitive processes do 
occur during consumer decision-making, little attention has emphasized the impact 
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of these phenomena.  For a complete understanding of impulsive consumer 
buying, attention needs to be directed toward these processes and their 
components.  This study is based on conceptual framework of consumer impulsive 
buying as a function of two higher order psychological processes: affect and 
cognition, and their seven lower order components. The affective dimension 
reflects irresistible urge to buy, positive buying emotions, and mood management.  
The cognitive dimension reflects cognitive deliberation, unplanned buying, and 
disregard for the future.  The overall power of each factor and the degree of 
influence between each component represents the ultimate outcome of whether or 
not an impulse buy emerges.  As the emotional irresistible desire to buy competes 
and takes over the cognitive control of willpower, impulse buying takes place 
(Youn, 2000).  
 
3.1 Purpose of the Study 
The purposes of the study are manifold. Firstly, an attempt has been made to 
investigate the relationship between the affective and cognitive processes on impulse 
buying among consumers. Secondly, the study emphasizes to investigate the effect 
of the both the affective and the cognitive component on impulse buying among 
consumers. It also develops a holistic model of impulse buying among consumers. 
Finally, it tries to analyze the effects of various demographic segments of customers 
on impulse buying among consumers.  
3.2 Significance of the Study 
 
The research is relevant to the study of consumer behavior professionals and 
academicians alike as it provides a methodology for effectively studying consumer 
behavior especially with respect to impulse buying. The study has contributed a 
model for impulse buying with both the affective and the cognitive components as its 
two major concepts that have a significant impact on impulse buying. The marketer 
should integrate both the affective and the cognitive components so that it leads to 
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impulse purchases. The different components of the demographics have varying 
relations with impulse buying. Hence care must be taken while generalizing the 
results across various product categories at different geographic locations.   
 
4. Key Concepts 
 
4.1 Impulse Buying  
 
Impulse buying is a pervasive and distinctive aspect of consumers‘ lifestyle and a 
focal point of considerable research activity in marketing especially in the area of 
consumer behavior. Research reports impulse purchasing to be a widespread 
phenomenon dating back to over fifty years amongst the consumers and across 
various product categories (Applebaum 1951; Clover 1950; Katona and Mueller 
1955; West 1951). An impulse purchase or impulse buy is an unplanned decision to 
buy a product or service, made just before a purchase. One who tends to make such 
purchases is referred to as an impulse purchaser or impulse buyer. Research 
findings suggest that emotions and feelings play a decisive role in purchasing, 
triggered by seeing the product or upon exposure to a well written promotional 
message. Impulse buying disrupts the normal decision making models in consumers' 
brains. The logical sequence of the consumers' actions is replaced with an irrational 
moment of self gratification. Impulse items appeal to the emotional side of 
consumers. Some items bought on impulse are not considered functional or 
necessary in the consumers' lives. Preventing impulse buying involves techniques 
such as setting budgets before shopping and taking time out before the purchase is 
made. Impulse buying behavior is an enigma in the marketing world, for here is a 
behavior which the literature and consumers both state is normatively wrong, yet 
which accounts for a substantial volume of the goods sold every year across a broad 
range of product categories (Bellenger et al., 1978; Cobb and Hoyer, 1986; Han et 
al., 1991; Kollat and Willet, 1967; Rook and Fisher, 1995; Weinberg and Gottwald, 
1982). Impulse buying has been defined over the years: ranging from merely an 
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unplanned purchase (e.g., du Pont studies 1945-1965) to the more narrow definition 
of Betty and Ferrell (1998) which defines impulse buying as ―a sudden and immediate 
purchase with no pre-shopping intentions either to buy the specific product category 
or to fulfill a specific buying task‖. The studies show that most people - almost 90 per 
cent - make purchases on impulse occasionally (Welles, 1986) and between 30 per 
cent and 50 per cent of all purchases can be classified by the buyers themselves as 
impulse purchases (Bellenger et al., 1978; Cobb and Hoyer, 1986; Han et al., 1991; 
Kollat and Willett, 1967). 
 
 4.2 Affect and Cognition  
Affect and cognition are rather different types of psychological responses consumers 
can have in any shopping situation. Although the affective and cognitive components 
are distinct, they are richly interconnected, and each system can influence and be 
influenced by the other. Affect refers to feeling responses, whereas cognition consists 
of mental (thinking) responses (Youn, 2000).  
Consumers‘ affective and cognitive components are active in every environment. A 
very few activity is consciously done, but various activity may occur without much 
awareness. 
Impulse buying is closely tied to reflexes or responses actuated by both external 
stimuli referring to environmental factors (such as visual salience) and or internal 
stimuli referring to self-generated autistic impulses (such as moods, emotions, and 
cravings) (Wansink, 1994). The action or reaction created by external and or internal 
stimuli is processed by affect or cognition or a combination of the two. The 
recognition of this combination of thoughts and emotions, created and perceived by 
the consumer, is what has lead to the present day understanding of impulse buying. 
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5.0 Theoretical Framework  
5.1 The Theoretical Framework of the Present Study 
This aspect discusses the theoretical framework of the study. The framework 
attempts to capture the relationship between three constructs of Impulse buying, 
Affective and Cognitive processes by discussing the various units of theory. Among 
the many antecedents of Impulse buying affective and cognitive processes are 
considered as most important. They have been identified as predictors of Impulse 
buying which is the central construct.   
5.2 Theoretical structure of Consumer behavior 
The study of consumer behavior enables marketers to understand and predict 
consumer behavior in the marketplace; it is concerned not only with what consumers 
buy but also with why, when, where, and how they buy it. Consumer research is the 
methodology used to study consumer behavior; it takes place at every phase of the 
consumption process: before the purchase, during the purchase, and after the 
purchase (Schiffman & Kanuk, 2000).  
The field of consumer behavior is rooted in the marketing concept, a business 
orientation that evolved in the 1950s through several alternative approaches, referred 
to, respectively, as the production concept, the product concept, and the selling 
concept. The three major strategic tools of marketing are market segmentation, 
targeting, and positioning. The marketing mix consists of a company‘s service and/or 
product offerings to consumers and the pricing, promotion, and distribution methods 
needed to accomplish the exchange. Consumer behavior is interdisciplinary; that is, it 
is based on concepts and theories about people that have been developed by 
scientists in such diverse disciplines as psychology, sociology, social psychology, 
cultural anthropology, and economics. Consumer behavior was a relatively new field 
of study in the mid- to late-1960s. Because it had no history or body of research of its 
own, marketing theorists borrowed heavily from concepts developed in other 
scientific disciplines. These disciplines were psychology (the study of the individual), 
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sociology (the study of groups), social psychology (the study of how an individual 
operates in groups), anthropology (the influence of society on the individual), and 
economics.  
Consumer behavior may be defined as ……the decision process and physical activity 
individuals engage in when evaluating, acquiring, using or disposing of goods and 
services (Loudon and Bitta, 2009). It may also be referred as the study of the 
processes involved when individuals or groups select, purchase, use or dispose of 
products, services, ideas or experiences to satisfy needs and desires (Solomon, 
2009).    
The consumer‘s decision to purchase or not to purchase a product or service is an 
important moment for most marketers. It can signify whether a marketing strategy 
has been wise, insightful, and effective, or whether it was poorly planned and missed 
the mark. Thus, marketers are particularly interested in the consumer‘s decision-
making process. For a consumer to make a decision, more than one alternative must 
be available. 
5.2.1 Theories of Consumer Behaviour 
Consumers buy and consume a wide variety of products and services. These could 
be broadly classified into three categories: (i) non- durable tangible goods that are 
bought and consumed frequently eg: soap, food grains; (ii) durable tangible goods 
that are used over a longer period of time eg: television, automobiles and (iii) 
services which are not tangible but satisfy certain needs eg. telephone services, 
banking (Dholakia, Khurana, Bhandari and Jain 1978). While buying any of these 
products or services consumers go through a five stage process and most marketing 
books refer to this as Five-Stage Model of Consumer Buying Process ( Kotler and 
Kelly 2006; Assael 1990).  
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Figure 1: Five Stage Model of Consumer Buying Behaviour 
 
(Source: Kotler & Keller, 2006)  
While the need satisfaction is the underlying motive for all purchases, different 
disciplines provide different approaches to understanding the needs and processes 
that influence the formation and satisfaction of such needs. There are broadly five 
major approaches (Bennett and Kassarjian 1976; Dholakia et al 1978): 
(1) Hierarchy of needs model- Maslow‘s hierarchy of needs provides a basic 
framework for understanding the structure if human needs. 
(2) Economic model- Economics is seen as the mother of the discipline of 
marketing. 
(3) Learning model- Classic psychologists concern themselves with formation 
of needs and taste. 
(4) Psychoanalytic Model- Human needs and motives operate both at a 
conscious and sub-conscious level 
(5) Sociological model- Groups heavily influence the behaviour and buying 
habits of members. 
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The study of consumer behaviour has been seen to be a study of many intermingling 
concepts including economics, sociology, psychology, political sciences and cultural 
anthropology (Bennet & Kassarjian 1976; Wells and Prensky 1996). Consumer 
behaviour is the study of consumer as they exchange something of value for a 
product or service that satisfies their needs.  
In a broad sense Kotler presents a model of buyer behaviour that incorporates many 
dimensions examined above (Kotler and Keller 2006). 
Kotler‘s model consists of key variables such as Marketing Stimuli (Products & 
Services, Price, Distribution and Communications), other stimuli (Economic, 
Technological, Political, Cultural), Consumer Psychology (Motivation, Perception, 
Learning, Memory), Consumer Characteristics (Cultural, Social, Personal), Buying 
decision process (Problem Recognition, Information search, Evaluation of 
Alternatives, Purchase Decision, Post Purchase Behaviour) and  Purchase Decision 
(Product Choice, Brand Choice, Dealer Choice, Purchase Amount, Purchase Timing 
and Payment Method). 
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Figure 2: Kotler and Keller Model of Buyer Behaviour 
 
One of the earliest theories of Buyer Behaviour was the one presented by Howard 
and Seth    (1969). This model categorized buying behaviour into inputs (Which 
consisted of significative, symbolic and social), Perpetual Constructs (Search, 
stimulus ambiguity, attention and bias), Learning Constructs (attitudes, motives, 
comprehensions etc.) and outputs. This model too postulated that while the buying 
process would follow the stages explained earlier, the process is acted upon the 
several overlapping constructs. 
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Figure 3: Howard and Sheth Model of Consumer behavior 
 
 
The Engel Kollat Blackwell Model of Consumer Behaviour 
The Engel Kollat Blackwell (1986) proposed a model that looked at the consumer 
behaviour through four stages: Input (stimuli from marketer, external search), 
Information Processing (consumer‘s exposure, attention perception, acceptance and 
retention), Decision process (search evaluation, purchase and outcome) and 
Variables influencing Decision process (individual characteristics, social influences, 
situation variables). 
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Figure 4: Engel Blackwell Miniard Model of Consumer Behavior 
 
Across all consumer behaviour models there are primary three broad factors: the 
environmental factors, the individual factors and the purchase decision process 
(Zikmund and d‘ Amico 2001). The purchase decision process consists of the five 
stages, starting with problem or need recognition and ending with post purchase 
behaviour. The individual factors consist of motives, perception, attitudes, personality 
and learning. Possibly the biggest of all are the environmental factors which include 
(i) culture, sub culture, social class/ income/ education, reference groups; (ii) family, 
social values / norms, roles, situational factors and (iii) marketing mix variables (Wells 
and Prensky 1996). 
Attitudes are shaped by cognitive component (knowledge) affective component 
(feelings) and behavioural component (behavioural tendencies) (Zikmund and d‘ 
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Amico 2011). Many early theories concerning consumer behavior were based on 
economic theory on the notion that individuals act rationally to maximize their benefits 
(satisfactions) in the purchase of goods and services. Later research discovered that 
consumers are just as likely to purchase impulsively and to be influenced not only by 
family, friends, advertisers, and role models, but also by mood, situation, and 
emotion. All of these factors combine to form a comprehensive model of consumer 
behavior that reflects both the cognitive and emotional aspects of consumer decision-
making.  
 
5.2.2 Theoretical Structure of impulse buying 
Impulse buying has become a widely used and popular term. However, most of what 
can be found about the concept is in practitioner journals, where it has its basis in 
practice rather than theory and empirical research. In the academic literature on 
impulse buying multitude definitions have been provided.  
5.3 Addressing the Gap through the Conceptual Framework 
The literature review revealed the absence of a holistic impulse buying model 
comprising of distinct dimensions. Extensive literature review suggested that not 
much emphasis has been given on exhaustively identifying the antecedents of 
Impulse buying. The absence of methodology to measure the impact of affective and 
cognitive processes on impulse buying was surfaced through this study 
The conceptual model of the study depicts the impact of these two factors on each of 
the dimensions of Impulse buying. These gaps were addressed in the scope of this 
study. Impulse buying emanates from affective process which depicts irresistible 
urge to buy, positive buying emotions, mood management, emotional conflict and 
cognitive process which has dimensions like cognitive deliberation, unplanned 
buying and disregard for the future. The study has explored and established that 
affective and cognitive processes act as drivers and play an instrumental role in 
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determining impulse buying among consumers.  This theoretical framework is 
supported with evidence from literature. 
5.4 Conceptual Model Framework 
Extensive literature review, followed by addressing research gaps led to the 
development of conceptual model framework. The tenets of the study like Affective 
and Cognitive processes and impulse buying cannot be measured directly and hence 
has to be through observed variables. These concepts are termed as constructs 
(Kaplan, 1964).  In literature the terms concepts and constructs are used 
interchangeably, without suggesting any substantive distinction (Pawar, 2009). The 
conceptual model is depicted below.  
Figure 5: Proposed Model of Impulse Buying among Consumers 
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5.4.1 Impulse buying – a conceptual framework 
As a pervasive and distinctive aspect of consumer lifestyle, impulse buying is a 
widespread phenomenon in the marketplace and for that reason it has become a 
focal point for considerable marketing activities (Gardner & Rook, 1988; Rook, 1987; 
Rook & Hoch, 1985). This type of buying behavior has been known and has received 
a long standing interest in the area of consumer research for over five decades 
beginning with the DuPont Consumer buying Habit studies initiated in the late 1940‘s 
(Bellenger, Robertson & Hirschman, 1978; Burroughs, 1996; Gardner & Rook, 1988; 
Rook, 1987). Since then, research interest on this topic proliferated and has 
generated extensive and considerable efforts to explore impulse buying behavior. 
Yet, this phenomenon has remained somewhat an enigma, surprisingly very little is 
known about the dynamics of the internal mechanism and the variables which must 
surely drive the enactment of such behavior. Hence, only few theoretical or empirical 
advances have been made in this area of research (Beatty& Ferrell, 1998; 
Burroughs, 1996; Dittmar, Beattie, & Friese, 1995; 1996; Hoch and Loewenstein, 
1991; Rook, 1987). The relatively limited research field is primarily due to the fact that 
research on impulse buying is fraught with difficulties and in addition, previous 
research has not focused on understanding fully the antecedents of impulse buying 
(Beatty& Ferrell, 1998).  
For a thorough understanding of consumer behavior, researchers must recognize 
that consumers are influenced both by long-term rational concerns and by more 
short- term emotional concerns, which affect their decision to purchase (Hirschman, 
1985; Hoch & Loewenstein, 1991).  Holbrook, O‘Shaughnessy and Bell (1990) 
explained that previous consumer research tended to consider consumer behavior 
either as a motive for reasoned action or as a warehouse for emotional reaction.  To 
focus on either element by itself -actions or reactions- presents an incomplete view 
of the consumption experience. Therefore the need for an integrated overview of the 
consumption experience was proposed and attempts were made to synthesize and 
connect together the complementary roles of reasoned actions and emotional 
24 
 
reactions in consumer behavior (Hoch & Loewenstein, 1991; Holbrook et al., 1990).  
Although conceptually distinguishable, affective (emotional) processes, which create 
impulsivity, and cognitive (reasoned) processes, which enable self-control are not 
independent of one another.  Impulse buying takes place when desires are strong 
enough to override restraints (Hoch & Loewenstein, 1991; Weinberg & Gottwald, 
1982).  Without the power of self-control, people give in to desires and impulsive 
behavior occurs (Youn, 2000). 
Recognition of the need for balance of the different but complementary roles that 
reasons and emotions play in the active and reactive experiences of consumption is 
imperative in understanding the dynamics of the impulse buying phenomena and the 
inner conflict between the two motives (Youn, 2000).   Within the adjusted model‘s 
information processing stage (Figure 2), cognitive and affective components 
together influence how and to what magnitude emotions and/or reasons create 
impulsivity or self- control.  The degree to which impulsiveness occurs depends 
heavily on these two components, affective impulsivity and cognitive self-control.  As 
the intensity of one process increases and takes over the other decreases and 
subsides. 
 
5.4.2 Cognitive Processes 
 
Cognitive process refers to the mental structures and processes involved in 
thinking, understanding and interpreting 
The study complements existing research regarding the interplay between impulsive 
and deliberative processes in consumer decision making, by examining how 
cognition (in the form of rationalizations or motivated judgments) enables people to 
proceed with (rather than control) their impulses. Usually research uses the concept 
of neutralization (Sykes and Matza, 1957), in the manner of a theory of motivated 
cognition and as taxonomy of pre- and post behavioral rationalizations; and presents 
findings from a preliminary study which suggests that neutralization theory can be 
applied to accounts of impulse buying episodes.  
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Even highly impulsive buyers do not give in to every spontaneous buying demand, as 
a variety of factors may alert consumers to the need for immediate deliberation and 
consequently "interrupt" the transition from impulsive feeling to impulsive action 
(Bettman, James R. (1979), An Information Processing Theory of Consumer Choice, 
Reading, MA: Addison-Wesley.) Factors such as a consumer's economic position, 
time pressure, social visibility, and perhaps even the buying impulse itself can trigger 
the need to evaluate a prospective impulsive purchase quickly (Hoch, Stephen J. and 
George F. Loewenstein (1991) 
There are also research has also shown that impulse purchases can have negative 
psychological consequences for the participants (Wood 1998; Green and Smith 
2002) as well as lead to domestic conflict and other negative social consequences 
(Green and Smith 2002). The study also considers aspect like that women buying 
habits vis a vis men buying habits, as previous research has shown that overall 
women buy proportionately more on impulse than men. 
5.4.3 Affective Processes 
Affective process refers to emotions, feeling states, moods. In recent years, 
academic researchers have begun to investigate the impact of affective variables on 
consumer behavior. The purpose is to look at the mood literature and how it has 
developed to date. (Ronald P. Hill, Meryl P. Gardner (1987). Reviews by Isen (1984) 
and Gardner (1985) provide insights into the current way the mood literature is 
organized. Isen concentrated her review on recall, attitude formation and helping 
behavior. In an attempt to extrapolate from the psychological literature to marketing, 
Gardner reviewed the research in psychology that investigated the impact of mood 
states on behavior, judgment, and recall. (Isen (1984) and Gardner (1985).Although 
moderate levels of impulse buying can be pleasant and gratifying, recent theoretical 
work suggests that chronic, high frequency impulse buying has a compulsive element 
and can function as a form of escape from negative affective states, depression, and 
low self-esteem. (David H. Silvera, Anne M. Lavack, Fredric Kropp (2008). DeMoss 
found that people sometimes reward themselves with ―self-gifts‖ as a means of 
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elevating a negative mood. (DeMoss (1990). The five dimensions that make up the 
emotion reactions that have been identified as differentiating impulse purchasing 
from other types of purchasing: a ―Sudden and Imperative Desire to Purchase,‖ a 
―Feeling of Helplessness‖, ―Feeling Good‖, purchase ―In Response to Moods,‖ and 
―Feeling Guilty". (Rook 1987; Rook and Hoch 1985). 
 
5.5 Operational definitions of Variables 
The operational definitions of variables applicable in the study are given below: 
1. Affective Process 
a) Irresistible Urge to Buy The consumers‘ desire is instant, persistent and 
so compelling that it is hard for the consumer to resist. 
b) Positive Buying emotions This term refers to positive mood states 
generated from self-gratifying motivations that impulse buying provides.  
Consumers are likely to engage in impulse buying in order to prolong their 
pleasurable mood states. 
 
c) Mood management Impulse buying is in part motivated by the consumer‘s 
desire to change or manage their feelings or moods. 
 
d) Emotional conflict The emotional conflict arises when the Consumer 
engages in a serious inner dialogue between buying on an impulse and the 
willpower to resist them. The consumers‘ inability to give in to buying 
impulses may result in experiencing a helpless feeling against the buying 
desire or a sense of being out of control.  It may be associated with 
negative feelings such as guilt or regret after impulsive purchases. 
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2. Cognitive Process 
a) Cognitive deliberation  
Cognitive deliberation may be said to be ―a sudden urge to act without any 
deliberation or evaluation of consequences‖. This explains the belief that 
the tendency to buy something on whim is accompanied by minimal 
cognitive efforts. Subsequently a lack of cognitive deliberation may result in 
being faced with undesirable outcomes such as product disappointment, 
regret, guilt feelings, low self esteem and even financial hardship.  
b) Unplanned Buying  
This has been suggested to arise from both low cognitive efforts and 
discounting the future leads to unplanned buying. It has been suggested in 
previous researches has also suggested unplanned buying as the result of 
choosing an immediate option over lack of future concerns and 
considerations. 
 
c) Disregard for the future  
Disregard for the future has been explained as the temptation to succumb 
to one‘s buying impulses may threaten a person‘s budget, diet, schedule, 
self esteem, social approval or reputation. Descriptions such as 
emphasizing the present, carefree in spending or problematic spending 
belong to this feature of impulse buying 
 
 
 
 
 
  
LITERATURE REVIEW 
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CHAPTER II 
LITERATURE REVIEW 
2.0 Introduction 
This chapter provides a review of literature related to impulse buying behavior as well 
as various definitions of impulse buying and a discussion on why they may or may 
not be complete. This chapter defines and describes the complexity of affective and 
cognitive psychological processes and their involvement before, during, and after 
decision-making, and how these processes are affected by various demographics.  
2.1 Nature of Impulse Buying  
The impulse buying framework is widely discussed in economics, consumer behavior 
and psychology. Impulse buying research began in the 1950s. The initial study 
concerned supermarket purchases made by the Firm Division of the DuPont 
Company. They define impulse buying as unplanned buying (Dittmar et al., 1995). 
After that, Stern (1962) identifies the impulse mix and then developed a framework. 
Impulse buying behavior is a sudden, compelling, hedonically complex buying 
behavior in which the rapidity of an impulse decision process precludes thoughtful 
and deliberate consideration of alternative information and choices (Bayley and 
Nancarrow, 1998). Several researchers have reported that consumers do not view 
impulse purchasing as wrong; rather, consumers retrospectively convey a favorable 
evaluation of their behavior (Dittmar et al., 1996; Hausman, 2000; Rook, 1987). Other 
researchers have treated impulse buying as an individual difference variable with the 
expectation that it is likely to influence decision making across situations (Beatty and 
Ferrell, 1998; Rook and Fisher, 1995; Weun et al., 1998). According to Ko (1993), 
impulse buying behavior is a reasonable unplanned behavior when it is related to 
objective evaluation and emotional preferences in shopping. 
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2.1.1 Definition of impulse buying  
Prior research providing definitions for impulse buying are different. Researchers 
generally take different perspectives regarding impulse buying behaviour. Applebaum 
(1951) states that impulse buying is a result of promotional stimuli and that buying 
items are not decided in advance in a customer‘s mind before starting a shopping 
trip. Supporting this idea, Stern (1962) defines impulse buying as ―unplanned buying‖. 
Previous research assumes that there is no distinction between impulse and 
unplanned buying because most researchers define impulse buying as unplanned 
buying. Cobb and Hoyer (1986:385) clarify that impulse buying is ―a form of in-store 
behaviour‖ and that consumers do not have any intention to shop for any particular 
products or brands before entering shops. Also, the purchase decision is made in 
shops. However, Piron (1991) states that not all unplanned purchases are made 
impulsively. This is because customers may purchase an unplanned item after an 
evaluation and comparison of product-related elements. Thus, this kind of purchase 
is difficult to identify as impulse buying.  
 
Rook (1987) re-conceptualizes the idea of impulse buying. His definition is that:  
―Impulse buying occurs when a consumer experiences a sudden, often powerful and 
persistent urge to buy something immediately. The impulse to buy is hedonically 
complex and may stimulate emotional conflict. Also, impulse buying is prone to occur 
with diminished regard for its consequences.‖  
 
From his perspective, impulse buying is often intensive and compelling. Moreover, 
the impulse buying decision making process takes quite a short time and is just like 
grabbing an item and not carefully choosing it. Furthermore, impulse buying is 
emotional-oriented, with the impulsiveness emotion influencing consumers to 
immediately buy a specific product. This definition is similar to pure impulse buying.  
In addition, Rook (1987) also points out that the occurrence of impulse buying 
behavior often accompanies negative consequences such as being disappointed, 
guilty and worrying about financial problems. Thus, impulse buying is seen as 
irrational and ―bad‖ behavior.  
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Recently, supporting Rook‘s (1987) perspective, Omar and Kent (2001: 228) explain 
that impulse buying is when customers buy ―spontaneously, unreflectively and 
immediately.‖ Their research focuses on impulse shopping behavior at airports. They 
consider that airports are a highly impulsive shopping environment, with duty free 
seen as a stimulus that influences customers to purchase unexpected items such as 
a gift for a friend.  
 
Piron (1991) further sums up the definition of impulse buying and provides three 
concepts. Firstly, impulse buying is equal to unplanned buying. The purpose of 
previous research mainly concerns managerial benefits such as how to sell more 
impulsive items in supermarkets. The major research objective was purchasing 
behavior and not customers. The studies mainly analyze and record the differences 
between consumers‘ planned and their actual purchased items. Secondly, impulse 
buying is equal to unplanned buying plus a stimulus. The idea of impulse buying 
related to a stimulus was first provided by Applebaum (1951). In addition, Nesbitt 
(1959) points out that smart customer do not make their shopping list in advance 
because they seek promotions and tend to earn more benefits from them to increase 
their purchasing power. Moreover, Hirschman (1985) states that unplanned or 
impulse buying is triggered by an ―autistic stimulus.‖ For example, a housewife is 
conducting her routine shopping in the supermarket but she intends to give her family 
a surprise picnic at the coming weekend, so decides to shop for unplanned food to 
serve at the picnic.  
 
Finally, impulse buying is a ―hedonically complex experience‖ that ―responds to 
stimulus and thrill seeking (Piron, 1991: 509).‖ To sum up previous research, he 
concludes that impulse buying includes unplanned buying, a stimulus and purchasing 
―on-the-spot.‖  
Also, according to Beatty and Ferrell (1998), there are two specific factors in the 
impulse buying precursor model. One is that customers do not decide to buy a 
particular product before the shopping trip. The other is that customers complete the 
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purchase task in store. Moreover, consumers are not concerned about the 
consequences. This is consistent with Piron‘s (1991) point of view.  
Thus, in this research, impulse buying is defined as unanticipated and unintended 
buying. It occurs when customers figure out external stimuli such as sales 
promotions. In addition, internal emotions can trigger impulse buying behaviour. The 
external and internal factors make customers face the conflict between impulsiveness 
and immediate gratification, which causes actual purchasing behaviour to happen. 
This kind of behaviour is called impulse buying.  
All the impulse buying definitions described include reference to the sudden 
overwhelming urge to consume and to the speed of the decision making process. 
Each relates impulsivity to an out of control state of feeling and a struggle between 
emotional conflicts. Many of these definitions evolve to develop comparisons 
between psychological cognitive and affective processes.  Hoch and Lowenstein‘s 
(1991) definition provides the best general explanation of impulsive buying. 
Therefore this definition will be used in the present study: ―the struggle between the 
psychological forces of emotional desire and cognitive willpower compete with one 
another and any slight change in either can cause a shift over the buying line‖.  
Many more definitions of impulse buying have been posited over the years.   
Appendix A includes an expanded overview of the evolution of impulse buying 
definitions from literature reviewed for this study. 
Each day consumers make numerous decisions concerning every aspect of their 
daily lives.  However, these decisions are generally made without very much 
thought as to how or what is involved in the particular process. Not all consumer 
decision-making situations require nor receive the same degree of information 
search.  It would be an exhausting process if all purchase decisions required 
extensive effort. On the other hand, if all purchases were routine, then they would 
most often tend to be monotonous and would provide little pleasure or novelty. 
The extent of effort that a consumer uses for problem solving tasks depends on the 
accuracy of his/her criteria for selection, the extent of information he/she already has 
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about the product, and the availability of the number of alternatives (Schiffman & 
Kanuk, 2000).  Theoretical economists have portrayed a world of perfect competition, 
where the consumer is often characterized as making rational decisions.  
Realistically, however, consumers rarely have all of the information or sufficiently 
accurate information or even an adequate degree of involvement or motivation to 
make the so-called ―perfect‖ decision.  Consumers are limited by their existing skills, 
habits, and reflexes, by their existing values and goals, and by their extent of 
knowledge (Schiffman & Kanuk, 2000).  Consumers generally are unwilling to engage 
in extensive decision- making activities and are willing to settle for just ―good enough‖ 
(March & Simon, 1958). Recent research has tried to distinguish between people 
who are ―impulsive buyers‖ and those who are not (Rook and Fisher 1995; Youn and 
Faber 2000). Although such effort is valuable, it obscures the facts that almost 
everyone engages in occasional impulse spending and that even identified impulse 
buyers can and do control their impulses at times. 
In an emotional or impulsive view of consumer decision-making, less emphasis is 
placed on the search for pre-purchase information and more is placed on current 
mood and feelings.  On the one hand, this type of decision-making describes 
emotional impulsive shopping behavior and on the other hand, buying products that 
give emotional satisfaction can be a perfectly rational consumer decision. 
 
2.1.2 Psychological concept  
 
In the psychological framework for impulse buying, impulse buying is defined as a 
kind of emotional behavior. According to a study by Weinberg and Gottwald (1982), 
impulse buying behavior occurs because of emotions. Affective, cognitive and 
reactive factors are the three factors involved in impulse buying behavior. The 
affective factor means that impulse buying is prompted by intense emotional factors. 
In addition, it is highly emotional-related behavior. Concerning the cognitive factor, 
impulse buying is irrational decision making where consumers have little control of 
the cognitive process. Finally, the reactive factor is when shoppers enact impulse 
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buying behavior automatically because of a particular stimulus. In other words, 
impulse buying behavior is highly influenced by external and internal stimuli.  The 
research that categorizes impulse buying as irrational behavior is in the psychological 
framework. In addition, the emotional elements are critical determinants that trigger 
impulse buying behavior.  
 
2.1.3 Marketing concept  
 
Impulse research regarding the marketing concept mainly focuses on product-related 
factors. Clover (1950) researched 19 types of shops to identify in which type of shop 
consumers tended to buy items impulsively. This study points out that book, grocery 
and variety stores are the places where customers more readily shop impulsively, 
especially book stores. In addition, Patterson (1963) and Cox (1964) illustrate that 
shelf location and shelf space, in particular for items such as food, will affect impulse 
buying behavior.  
Moreover, in regard to customer characteristics, Kollat and Willett (1967) suggest that 
females are more likely to buy impulsively than males and that younger people are 
also more likely to shop impulsively than older people. Also, married shoppers are 
highly impulse shoppers.  
Further, in the study by Dittmar et al. (1995), music products and clothing were the 
most likely impulsively purchased items. Most impulsive items are consumer goods 
such as magazines and jewelry because these products represent self-expression 
and entertainment. In addition, impulsively purchased items vary between genders. 
Males tend to buy gardening products and furniture impulsively, while females‘ most 
impulsive item is jewelry. Thus, males consider functional elements when making 
impulsive buying decisions whereas appearance is a critical factor for females. Thus, 
in the marketing concept field, researchers tend to locate impulsive product 
categories and consumer behavior characteristics in order to apply the findings to 
ultimately increase their sales. 
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2.2 Characteristics of Impulse Buying  
 
In previous research on impulse buying, besides the definition of impulse buying, the 
characteristics of impulse buying are widely discussed. The characteristics of impulse 
buying need to be identified in order to understand consumer impulse buying 
behavior. Rook and Hoch (1985) state five characteristics of impulse buying, which 
are a ―sudden and spontaneous desire to act, psychological disequilibrium, 
psychological conflict and struggle, reducing cognitive evaluation and without regard 
to the consequences.‖ Thus, these characteristics are categorized into the following 
items.  
 
2.2.1 Unintended, spontaneous, sudden and desirable  
 
Impulse buying behavior is widely accepted as unintended and unplanned because 
the impulse buying decision is made during a shopping trip. Consumers do not 
particularly search for any products and do not make any plans about specific 
products when on a shopping trip. Impulse buying occurs when shoppers have an 
intensive desire to suddenly buy a product (Rook, 1987; Rook and Fisher, 1995; 
Jones et al., 2003). Impulse buying behavior is not only triggered by unintended and 
unplanned buying because there are other determinants an d not unintended and 
unplanned buying can be categorized as impulse buying (Weinberg and Gottwald, 
1982; Piron, 1991). 
Consistent with this idea, studies point out that shoppers have a desire to suddenly 
and spontaneously buy impulsively, which is an irrational decision making process. 
Thus, unintended and unplanned are two characteristics of impulse buying but they 
do not equal impulse buying (Rook and Hoch, 1985; Loudon et al., 1993).  
 
 
 
 
35 
 
2.2.2 Unreflective and non-consideration of consequences  
 
Impulse buying behavior is unreflective because customers do not concentrate on the 
consequences. In addition, they do not fully evaluate the impulse purchase because 
customers only consider the immediate satisfaction of the purchase. They are only 
concerned about satisfying their immediate desire. As a result, impulse buying 
behavior is a way for them to satisfy a desire (Rook, 1987; Jones et al., 2003). 
Furthermore, impulsive customers have the characteristic of immediate gratification. 
Thus, they do not consider the consequences of any purchase.  
As impulse buying is unreflective, it is widely accepted that it is triggered by 
emotional factors and often accompanies a series of emotional responses. Before 
purchasing, customers will have strong impulsive emotions, so that during the 
purchasing process they will feel excited, happy and satisfied. However, after 
purchasing, they might feel guilty and regretful. Thus, they may suffer from the 
emotional conflict between immediate gratification and its consequences (Rook and 
Hoch, 1985; Rook, 1987). Moreover, impulse buying will decrease the cognitive 
analysis in a consumer‘s mind, meaning that they have less self-control about the 
purchasing decision (Weinberg and Gottwald, 1982; Rook and Hoch, 1985). Bayley 
and Nancarrow (1998) support this perspective. However, they state that feeling 
guilty after an impulse buy will reduce and restrict impulse buying behavior in the 
future. Thus, customers who feel a high level of guilt might act less impulsively in the 
future.  
 
2.2.3 Immediate  
 
According to Rook (1987), immediacy is another characteristic of impulse buying. 
Impulse buying behavior occurs when customers have an urge to shop immediately 
for a particular item. The period from seeing the product to purchasing it is quite 
short. Customers respond to the urge rapidly by making an impulse buy. In addition, 
there is no time lag between making a purchase and satisfying the urge. Moreover, 
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customers do not tend to search for more information or compare products and 
shops in order to make a more appropriate purchasing decision (Jones et al., 2003).  
Furthermore, customers impulsively purchase because they believe that they have 
only one chance to purchase a particular product, so they tend to purchase 
immediately without any other consideration (Bayley and Nancarrow, 1998). As a 
result of the immediacy characteristic, the decision making process for impulse 
buying behaviour is quite short and customers are more likely to feel satisfied by 
immediate gratification.  
 
2.2.4 Post-purchase cognitive disequilibrium  
 
As impulse buying behavior is widely aggressed as involving no consideration about 
future consequences, it is easy for consumers to have a post-purchase cognitive 
disequilibrium. In addition, they only consider satisfying present desires. Impulse 
buying behavior is the process where impulsive emotional factors overcome rational 
factors. Thus, before purchasing, they feel happy and like a particular item. However, 
after purchasing, negative emotions surface, which is called post-purchase cognitive 
disequilibrium (Stern, 1962; Rook, 1987; Loudon et al., 1993).  
In summary, impulse buying behavior characteristics include customers being 
attracted by a specific product and then purchasing impulsively. In addition, impulse 
buying is often unintended, spontaneous and sudden behavior in response to an 
immediate urge. Furthermore, customers suffer from emotional conflict and feel out of 
control because they do not fully consider and evaluate the future consequences of 
the purchase.  
Thus, in order to trigger impulse buying behavior, marketers have to attract customer 
attention through product attributes, advertising and promotions. In addition, they 
have to take advantage of the characteristics of impulse buying. Also, through 
understanding consumer impulsive buying behavior, they need to identify the factors 
triggering it.  
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2.3 Types of Impulse Buying  
2.3.1 Product Related Impulse Buying 
Since the early 1950s Economists, Psychologists, and Consumer Behavior scholars 
from around the world have been investigating and attempting to explain the 
theoretical and practical significance of impulsive human behavior (Burroughs, 1996; 
Piron, 1991, 1993; Rook, 1987; Youn, 2000). In the consumption arena, one distinct 
and important area of impulsive human behavior is consumer impulse buying. The 
majority of the work on impulse buying has concentrated on defining and 
conceptualizing the phenomenon.  
Initially research on impulse buying was directed mainly at only classifying among 
various product categories (i.e., Bellenger, Robertson, & Hirschman, 1978; Clover, 
1950; Frank, Massy, & Lodahl, 1969; Kollat & Willett, 1967; West, 1951), and within 
different retail establishments (Clover, 1950; Prasad, 1975). Product related research 
concentrated on classifying individual products as impulsive verse non-impulsive 
items. Bellenger et al., (1978) discovered that consumer impulse buying was 
widespread, both across the population and across product categories. Statistics 
reported on impulse buying during this time were shocking: over 50 percent of 
supermarket items (Kollat & Willet, 1967), 51 percent of pharmaceuticals, and 61 
percent of healthcare and beauty aid products were purchased on an unplanned 
basis (POPAI/DuPont Studies, 1978); furthermore, 62 percent of discount store 
purchases (Prasad, 1975) and 27-62 percent of all department store purchases fell 
into impulse purchases categories (Bellenger et al., 1978). Among those department 
store items purchased on impulse, 39.6 percent were from apparel goods including 
men‘s sport/casual clothing, men‘s apparel and furnishings, women‘s/girl‘s clothing, 
women‘s lingerie, women‘s sportswear, and women‘s dresses. Williams and Dardis 
(1972) found that 46 percent of women‘s outerwear and 32 percent of men‘s wear, 
out of total purchases, were made on an unplanned basis throughout department 
store, specialty stores, and discount stores. Few product lines were recognized as 
unaffected by impulse buying (Bellenger et al., 1978; Rook, 1987; Rook & Hoch, 
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1985). It could be expected that these percentages would be greater today. The 
faster paced world we live in, including time constraints, the difference in family 
structure, increased use in credit and availability of 24-hour retailing (e.g., home 
shopping network) may all contribute to making impulse buying a more common, 
everyday behavior.  
This classification of research that classified products into impulsive and non-
impulsive categories tended to obscure the fact that almost anything can be 
purchased impulsively (Kollat & Willett, 1969; Rook, 1987; Shapiro, 1973; Stern, 
1962). This approach developed a general conception that impulse buying referred to 
unplanned purchases (Bellenger et al., 1978; Cobb & Hoyer, 1986; Kollat & Willet, 
1967).  
Research on impulse buying concentrated on identifying unplanned (unintentional) 
purchases, which is interpreted to be the difference between purchase intentions and 
actual purchases. Approaches were made to define impulse buying by distinguishing 
planned from unplanned purchases (Bellenger et al., 1978; Kollat & Willet, 1967; 
1969; Stern, 1962, Cobb and Hoyer, 1986; Clover, 1950; West, 1951).  
Bellenger, Robertson, and Hirschman (1978) found that up to 62% of purchases at a 
department store were for products not on the shopping list that the consumer 
entered the store with. Heilman, Nakamoto, and Rao (2002) found that the mere 
presence of a promotion can prompt purchases in categories that consumers had not 
even had in mind. Impulse buying and variety seeking have drawn significant 
attention from consumer researchers because of their widespread prevalence across 
a broad range of product categories (Choi, Kim, Choi, & Yi, 2006; Vohs & Faber, 
2007). Moreover, other situational variables such as money and time availability 
(Beatty & Eerrell, 1998) along with several product category level characteristics may 
also influence impulse buying (Jones, Reynolds, Weun, & Beatty, 2003) and variety 
seeking (Van Trijp, Hoyer, & Inman, 1996). 
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2.3.2 Shopper Related Impulse Buying  
Cobb and Hoyer (1986) conducted a study identifying three types of purchasers —
planners, partial planners, and impulse buyers. There were three phases to the 
study, direct observation, personal interview, and self-administrated mail 
questionnaire. A sample of 227 male and female shoppers completed all three 
phases of the study. The three types of shoppers were identified based on two 
variables - amount of product category and specific brand planning that occurred 
prior to entering the store. Planners were those who intended to purchase both the 
category and the brand. Partial planners were those who intended to purchase the 
category but not the brand. Impulse purchases were those who had no intent to 
purchase category or brand. Stern (1962) also determined price to be one of the 
factors having the most direct influence on impulse buying. Associating unintended 
and unplanned purchasing with impulse buying is not a sufficient basis for 
categorizing a purchase as impulsive (Iyer, 1989; Kollat & Willet, 1967; Piron, 1993; 
Rook, 1987; Rook & Fisher, 1995; Weun, Jones, & Beatty, 1998). Stern (1962) 
classified four distinct types of impulse buying: pure impulse buying, reminder 
impulse buying, suggestion impulse buying, and planned impulse buying.  
Pure impulse buying is the most easily distinguished and is considered true 
impulsive buying. It is a novelty or escape purchase where an emotional appeal 
sparks a desire to consume, which breaks a normal buying pattern.  
Reminder impulse buying results from a predetermined need that was prompted 
upon encountering the item while shopping, for instance when the consumer sees an 
item that triggers a memory that their supply at home is low or completely consumed. 
Recollection of an advertisement or another previous informational experience where 
a decision to previously buy the item was created, can also generate a reminder 
impulse buy when the item is encountered in the store.  
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A suggested impulse buy occurs when a shopper sees an item for the first time and 
a desire to buy is formed without any prior knowledge of the product. Evaluation of 
quality and function must be completed at the point of sale.  
Planned impulse buying occurs when the shopper enters the store with some 
specific purchase in mind; however the actual purchase depends upon price specials, 
coupon offers, and the like.  
Stern (1962) conceptualized impulse buying as a response linked to the consumer‘s 
exposure to ―in-store‖ stimuli (e.g., product). Stern (1962) essentially believed an 
impulse purchase was a response made only after entering the store and being 
confronted with stimuli that produced a desire or need that motivated a consumer to 
buy merchandise that was unplanned upon entering the store. Store stimuli serves as 
a kind of huge catalog or an external memory aid for those who go to the store 
without any predetermination of what they may buy knowing that once they get there 
they will be reminded or get an idea of what they need after they look around. The 
more consumers use the store interior as a shopping aid the more likely the 
possibility of a desire or need arising and creating an impulse buy (Han, 1987; Han, 
Morgan, Kotsiopulos, & Kang-Park, 1991). Consumers‘ plans are sometimes 
contingent and altered by environmental circumstances (Rook, 1987). Shoppers may 
actually use a form of in-store planning to finalize his/her intentions (Rook, 1987). 
Planning is an ambiguous term and when and where the consumer pre-plans is a 
debatable point (Youn, 2000). Information is obtained from numerous sources and 
the need to buy may emerge anywhere anytime, whether at home while planning the 
shopping trip or at the store where visual cues stimulate the decision to buy. 
Unplanned purchases represent unplanned spending (Mukopadhyay and Johar 
2007). Stilley, Inman, and Wakefield (2010) posit that consumers anticipate the 
occurrence of unplanned purchases in their spending expectations because they 
realize they have neither the time (Zeithaml 1985) nor the cognitive resources to fully 
plan (Bettman 1979) and/or because they want to be able to make spontaneous 
decisions while in-store (Stem 1962). 
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2.4 Aspects of Impulse Buying  
2.4.1 Impulse Buying as a Reactive Purchase 
Impulse buying is closely tied to a reactive purchase actuated by both external and/ 
or internal stimuli (Wansink 1994). Impulse buying takes place when the stimulation 
and motivation to purchase are strong enough to override restraints (Hoch and 
Loewenstein 1991; Weinberg and Gottwald 1982). External triggers refer to marketer-
controlled or sensory stimuli emanating from the marketing system (e.g. the product 
itself or atmospherics), while internal triggers refer to cravings, overwhelming desires 
to buy and internal thoughts. 
External triggers are specific prompts associated with buying or shopping. Buying 
impulse can be set off when a consumer incidentally encounters a relevant visual 
stimulus in the retail environment, usually the product itself or some promotional 
stimuli  (Piron 1991; Rook 1987). Here buying impulses begin with a consumer‘s 
sensation and perception driven by the environmental stimuli and followed by a 
sudden urge to acquire it (I-see-I-want-I-buy) (Rook and Hoch 1985). A strong 
perceptual attraction to the stimulus obviates the need or ability to consider analytic 
evaluation or ordinary restrictions. Such a powerful attraction arises quickly, 
immediately and on the spot. Thus, this ―rapidity‖ characteristic of buying impulse 
offers the compelling evidence that the reactive aspect of impulse buying is 
operational because buying impulse takes place immediately and suddenly at the 
moment of being exposed to the triggering stimuli. 
Alternatively, impulse buying can be instigated by internal triggers like a sudden 
desire to buy something without apparent external visual encouragement. People can 
suddenly experience the urge to go out and buy something, with no direct visual 
confrontation (Shapiro 1992). In line with this Rook (1987) also described examples 
of an impulse buying urge arising spontaneously without being directed at any 
particular object. A buying impulse does not always depend on direct visual 
stimulation. 
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Interestingly, as a type of internal stimuli, Piron (1989, 1991) recognized the role and 
importance of autistic stimuli in motivating impulse purchases. Emphasis on autistic 
or self generated stimuli in consumer behavior emerged from research originating 
with Hirschman‘s (1985) seminal study on cognitive processes involved in 
experiential consumption. One authoritative source describes the definition of autism 
as: ―absorption in self-centered subjective mental activity such as daydreams, 
fantasies, delusions and hallucinations accompanied by marked withdrawal from 
reality (Merriam-Webster 1993). Autistic thought is generated in response to internal 
impulses and is self-contained and self-serving. Such mental activity frequently 
occurs as a response to unattainable or forbidden objectives, which can only be 
obtained vicariously via fantasy. 
Autistic thinking is often termed as primary process thinking and operates in 
accordance with the pleasure principle centering on hedonistic characterization. 
Hirschman (1985) departed from the conventional view of stimuli (e.g. the product 
itself) and suggested that autistic or self generated stimuli are also accountable for 
unplanned or impulse purchases. Hirschman‘s suggestion implies that the 
consumer‘s own train of thought may trigger the desire to make an unanticipated 
purchase. Consumers may unexpectedly purchase products as their train of thoughts 
leads them to realize a previously unfulfilled or unrecognized need (Piron 1989). 
Autistic thoughts do not follow logic or rationality and are frequently associated with 
emotion and sensuality, so autistic thoughts can possess great evocative power 
(Hirschman 1985). 
2.4.2 Impulse Buying as an Experiential Purchase 
This approach to Impulse buying is closely linked with experiential consumption that 
is accompanied by emotional responses. This view is in line with a narrower definition 
of Rook (1987), which places an emphasis on consumers‘ internal motivational 
states. Studies on impulse buying give a rich opportunity to explore the experiential 
aspect of consumption. In the comparison of experiential v/s rational decision styles, 
Hirschman (1985) contended that experiential consumption might well be 
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characterized by impulsive and intuitive acts aimed towards emotional and sensory 
gratification. In the experiential mode, consumers are prone to be emotionally 
aroused or to be susceptible to emotional or sensory rewards. These inclinations are 
connected with emotional reactivity or hedonic complexity accompanying impulse 
buying and they represent a unique quality that distinguishes impulse buying from 
non-impulse buying. 
In brief, impulse buying as conceptualized in this study is envisioned as a reactive, 
holistic and experiential purchase. This approach provides guidance in specifying its 
definitional elements and developing its scale. 
2.4.3 Impulse Buying as Holistic Purchase 
The reactive aspect of impulse buying characterizes the cognitive styles of impulse 
buying, encouraging an emphasis on the unintentional and unreflective features of 
impulse buying. In a rational model of buying behaviour, consumers intentionally 
purchase products based on evaluating product attributes, benefits and the 
consequences of buying and thus they are assumed to be highly deliberate, reflective 
and analytic. In contrast, in a reactive model of buying behaviour, consumers 
purchase products more out of impulse than prior planning; they may become more 
emotionally attached to products and be more swayed away by products‘ affective 
qualities rather than their functional attributes (Hirschman 1985). These reactive 
aspects of impulse buying lead to unintended purchases; since buying impulses 
occur spontaneously, unexpectedly and suddenly as a result of being exposed to the 
triggers (e.g. the product itself or overpowering urges to buy). Thus, the cognitive 
styles of impulse buying may well be characterized as spontaneity, speed or 
automaticity, which are the defining features of Holistic cognitive style (Burroughs 
1996). 
The cognitive styles of impulse buying may be determined by holistic processing of 
sensory input rather than by semantic analysis of input by memories and by 
comparison of outcome of alternative choices. Impulse buyers do not search actively 
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and analytically. Instead their attention is easily and completely captivated; they see 
what strikes them and what strikes them is not only the starting point of cognitive 
processing, but also, substantially, it is its conclusion (Shapiro 1992, Schalling, 
Edman and Asberg 1983; Thompson, Locander and Pollio 1990). Thus their attention 
may be caught more easily by what happens around them, where as less impulse 
buyers are less often distracted from what happens around them, involving in 
processing past events and future projects. 
2.5 Impulse Buying and Stimuli 
2.5.1 External Stimuli and Impulse Buying  
Characteristics of consumer situation, behavioral setting, and environment are 
each distinguishable determinants of consumer behavior, which contribute 
consistently to shopping outcome. Belk (1975) presented five groups of situational 
characteristics:  
1.  Physical Surroundings are not readily apparent features of a situation. 
These features include geographical and institutional location, décor, sounds, 
aromas, lighting, weather, and visible configuration of merchandise or other 
material surrounding the stimulus object.  
2.  Social Surroundings provide additional depth to a description of a situation. 
Other persons present, their characteristics, their apparent roles, and 
interpersonal interactions occurring are potentially relevant examples.  
3.  Temporal Perspective is a dimension of situations, which may be specific in 
units ranging from time of day to season of the year. Time may also be 
measured relevant to some past or future event for the situational participant. 
This allows conceptions such as time since last purchase, time since or until 
meals or payday, and time constraints imposed by prior or standing 
commitments.  
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4.  Task Definition features of a situation include an intent or requirement to 
select, shop for, or obtain information about a general or specific purchase. In 
addition, task may reflect different buyer and user roles anticipated by the 
individual. For instance, a person shopping for a small appliance as a wedding 
gift for a friend is in a different situation than he would be in shopping for a 
small appliance for personal use.  
5.  Antecedent States make up a final group of features, which characterize a 
situation. These are momentary moods (such as acute anxiety, pleasantness, 
hostility, and excitation) or momentary conditions (such as cash on hand, 
fatigue, and illness) rather than chronic individual traits. These conditions are 
further stipulated to be immediately antecedent to the current situation in order 
to distinguish states, which the individual brings to the situation from states of 
the individual which result from the situation. 
In summary these potential factors include (a) stimuli surrounding the object (e.g., 
décor or signs) (b) shopping alone or with someone, (c) time of day or season, (d) 
time relevant to past or future event, (e) shopping intent or requirement (e.g., 
shopping for yourself or someone else), and (f) moods or momentary conditions 
(Belk, 1975). The classifications of impulse buying made by Stern (1962) describe 
impulsiveness as being distinguishable by situational factors. However, situational 
factors, which are linked to consumers‘ exposure to external (environmental) stimuli, 
are only half of the equation that may influence impulsive buying behavior. A buying 
impulse does not always only depend on direct visual stimulation (Youn, 2000).  
Describing an impulse buy as ―unplanned buying‖ where the decision is made only 
within the confines of the store is incomplete. Previous studies in respect to this 
approach have been criticized, as not all unplanned purchases are impulsively 
decided (Rook, 1987). It is possible for a purchase to involve high degrees of 
planning and still be highly impulsive; and some unplanned purchases may be quite 
rational (Shapiro, 1992). Iyer (1989) declared that all impulse buying is at least 
unplanned, but all unplanned purchases are not necessarily decided impulsively. 
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With this in mind, defining impulse buying in terms of degree of planning is inaccurate 
and incomplete. Whether the item is on the ―shopping list‖ is irrelevant, the purchase 
decision greatly depends on an activated state rooted within a person that leads to 
motivation. Since it is the individual, not the product, who experiences the impulse to 
consume, it has overlooked one key dynamic element of impulsivity, the consumers‘ 
internal psychological motivations. Undeveloped attention of the consumers‘ 
susceptibility to internal motives and overemphasis on products led researches in the 
past lacks the profound theoretical framework required for analyzing impulse buying 
(Shapiro, 1992).  
2.5.2 Internal Stimuli and Impulse Buying  
Hirschman (1985) proposed that autistic (self-generated, self-centered subjective 
metal activity) stimuli were also accountable for impulse buying. Internal stimuli refer 
to cravings, overwhelming desires and internal thoughts that trigger a desire to make 
an unanticipated purchase (Piron, 1991). Self-generated thoughts, such as 
daydreams, fantasies, delusions, and hallucinations, do not follow logic or rationality 
and are frequently associated with emotion and sensitivity (Hirschman, 1985) as a 
response to unattainable or forbidden objectives (Youn, 2000). Piron (1991) 
recognized autistics thinking as a primary process that operates in accordance with 
the pleasure principle by powerfully influencing impulse buying motives that are 
centered on hedonistic characterization (Youn, 2000). Youn (2000) acknowledges 
that three criteria relating to unplanned purchases (response to in-store stimuli, no 
previously recognized problem and rapidity of purchase decision) are distinctive and 
potentially important criteria in the impulse buying phenomenon. Youn (2000) states 
that, unfortunately, prior research has possibly created misinterpretation and under-
valuation of these criteria due to conceptual and methodological deficiencies where 
impulse buying is regarded as an unplanned purchase and that consideration of all 
these criteria when developing the definition of impulse buying would be extremely 
beneficial. 
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Stern‘s (1962) classifications of impulse buying relates to the first two criteria which 
Youn (2000) proposed as critical components in defining impulse buying: response to 
in-store stimuli and no previously recognized problem or need. The second 
dimensional criteria identified as a component to unplanned purchasing is whether or 
not a purchase decision takes place in response to a previously recognized problem 
(Cobb & Hoyer, 1986; Engel & Blackwell, 1982; Youn, 2000). These criteria of 
impulse buying, when an action is undertaken without a problem having been 
previously recognized or buying intention formed prior to entering the store is 
regarded as a significant dimension of impulse buying (Martin, Weun, & Beatty, 1993; 
Youn, 2000). The final criterion, rapidity of purchase decision or the time taken 
relative to the normal decisional time lapse is significantly less under an impulse 
purchase situation (D‘Antoni & Shenson, 1973; Youn, 2000).  
The third of Youn‘s (2000) criteria was proposed much earlier by D‘Antoni and 
Shenson (1973). These authors suggested that impulse buying could be 
distinguished from other types of consumer behavior in terms of the rapidity or 
impulsiveness with which consumers move through the decisional period toward the 
purchase. They explained that an impulse buy is generated from experiencing the 
inherent need to satisfy basic wants and needs and varies in degree among all 
individuals which is a function of numerous variables.  
The processes between experiencing the want and the time right up before the 
purchase is defined by D‘Antoni and Shenson (1973) as the decisional process and 
the time between the vague wanting until after the purchase is defined as the 
transitional stage. These researchers believed that the real determinant of an impulse 
buy, although varying greatly with respect to different individuals, is the decision time 
lapse or the time period between the two stages. It is suggested that the real basis 
for ―impulsivity‖ is the time period taken to complete the decision process and 
therefore impulsive buying started evolving into a definition which stated as ―A 
decision in which the ―bits of information‖ processed and thus the time taken relative 
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to the normal decisional time lapse are significantly less with respect to the same or 
quite similar products or services‖ (D‘Antoni & Shenson, 1973). 
However, extra caution is necessary when defining the speed of decision-making. 
D‘Antoni‘s and Shenson‘s (1973) explanation falls short of recognizing that rapidness 
in decision making may result from previously created habits or be due to rapid 
rational thinking (Bagozzi, 1992; Belk, 1985; Rook, 1987; Shapiro, 1992, Youn, 
2000). Methodologically, measuring the lapse of time between the shoppers‘ normal 
decisional period and the impulse purchase decisional period also presents problems 
in terms of feasibility. It would be very expensive for a researcher to hire people to 
measure each individual‘s shopping time. Or, if the researcher asked the shopper to 
measure their own shopping time, it also might affect their shopping activity. This 
would cause validity and reliability problems. According to Youn (2000), D‘Antoni and 
Shenson (1973) were, however, successful in placing significance on the consumer‘s 
internal dynamics, rather than on the products physical characteristics or location 
characteristics.  
Building on the same theme, Weinberg and Gottwald (1982) stated that impulsive 
behavior also depends on the personality of the individual consumer and decision 
behavior cannot be characterized by the extent of cognition alone. An impulse buy 
was defined as a purchase with high emotional activation of the consumer, little 
intellectual control of the buying decision, and involving largely automatic reactive 
behavior actuated by a special stimulus situation. The impulsive buying decisions 
may be ―unplanned‖ in the sense of ―thoughtlessness,‖ but not all unplanned 
purchases are impulsively decided, they can be absolutely rational (Iyer, 1989). 
When impulsive buying decisions or acts are produced, cognitive control is minimal 
and accompanied by strong emotions. Weinberg and Gottwald (1982) recognized 
that an attempt must be made to determine the direction, intensity, and quality of the 
stimulus pattern.  
Weinberg and Gottwald (1982) concluded that buyers‘ self-perception of emotional 
behavior (significant stimulus situation and strong activation) were the most essential 
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characteristics of an impulsive buyer (buyer who impulsively decided to buy) and 
were significantly different from non-buyers. The results from the study confirmed a 
weak relationship between buying decision and the cognitive factor of intended 
product use. In conclusion, information processing does play a part in the buying 
decision; however its influence is smaller than that of the emotional engagement.  
Rook and Hoch (1985) enhanced the study of impulse buying by identifying internal 
psychological states that influence impulse buying. In focusing their attention on 
cognitive and emotional responses that consumers experience during impulse buying 
they identified five distinguishable elements: (1) feeling a sudden and spontaneous 
desire to act; (2) being in a state of psychological disequilibrium; (3) experiencing 
psychological conflict and struggle; (4) reduction in cognitive evaluation of the 
product; and (5) disregard for consumption consequences (Rook & Hoch, 1985). 
Rook and Hoch‘s (1985) study of impulse buying had two purposes. First, they 
wanted to examine the psychological content of consumers‘ self-reports of their 
impulsive buying behavior. Second, they wanted to develop an impulsivity scale by 
investigating the relationship between impulsivity, consumers‘ general attitudes 
toward shopping, attitudes toward shopping for particular types of products, and 
demographic characteristics.  
Hirschman (1985) implied that the consumer‘s own thoughts may trigger the desire to 
make an unanticipated purchase and once triggered the urge may be so powerful 
and persistent it would demand immediate action. The purpose of Rook‘s (1987) 
study was to identify and to observe impulse buying behavior components to which 
consumer‘s subjective experiences corresponded to the concept of impulse buying. 
His study also focused on distinguishing experimental features such as: the onset of 
the buying impulse, how consumers cope with their impulsive urges to buy, and the 
types of negative consequences they incur as a result of their impulsive buying. Rook 
(1987) concluded that the responses varied as to impulse buying being a source of 
personal excitement. Almost one fifth (19%) of the sample depicted impulse buying 
as ―exciting,‖ ―thrilling‖ or ―wild.‖ Some respondents in his study felt a ―tingling 
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sensation,‖ ―a warm feeling,‖ ―hot flashes,‖ or a ―surge of energy‖ as the urge to buy 
attacked them. A few described the feeling that comes over them when an impulse 
buys strikes as ―no big deal‖ (Rook, 1987). Only a handful (5%) described a sense of 
synchronicity involvement like magic. They said they felt they were in the right place 
at the right time. Several respondents said they felt ―hypnotized‖ or ―mesmerized‖ by 
the impulse buying experience and found themselves mindlessly moving toward a 
cashier, as if in a dream.  
According to Youn (2000), Rook (1987) has unfortunately been unsuccessful in 
explaining the involvement of both the emotional and cognitive reactions in the 
measurement of impulse buying.  Rook (1987) described human impulsive behavior 
as being driven by both biochemical and psychological stimuli. The psychological 
stimuli are the factors responsible for the origin of stimulation and motivation from 
both conscious and unconscious activity.  An individual‘s impulses are a creation of 
two competing forces: the pleasure principle and the reality principle.  These two 
forces compete because of difficulties in resistance of impulses that often involve 
anticipated pleasurable experiences. The pleasure principle compromises 
deliberation of the reality principle with immediate gratification (Rook, 1987). 
Consumers are influenced by an experience of inner conflict between both rational 
and emotional motives when a sudden buying impulse strikes (Hirschman, 1985; 
Youn, 2000).  Holbrook, et al. (1990), declared that: the recent approaches to 
consumer research have tended to regard consumer behavior either as a mode of 
reasoned action or as a repository of emotional reactions.  Holbrook, 
O‘Shaughnessy & Bell (1990) argue that a one-side focus on either aspect by itself 
– actions or reactions – provides a distorted view of the consumption experience. 
Holbrook, O‘Shaughnessy & Bell (1990) therefore proposed an integrative overview 
of the consumption experience that attempts to provide a synthesis by tying 
together the complementary roles of reasons and emotions in consumer behavior. 
Expanding on the Holbrook, et al. (1990) definition of impulse buying, Hoch and 
Lowenstein (1991) recognized impulse buying as a struggle between these two 
psychological processes of affect (emotions) and cognition (thoughts). The affective 
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process produces forces of desire resulting in impulsivity and the cognitive process 
enables willpower or self-control and these two are by no means independent of 
one another. Even though in previous researches they have been examined 
separately, neither one alone can provide adequate accounts of the complete 
decision making process (Hoch &Lowenstein, 1991). Integration of affective and 
cognitive reactions is an important aspect of impulse buying (Burroughs, 1996; 
Gardner & Rook, 1988; Hoch & Loewenstein, 1991; Rook & Gardner, 1993).  Hoch 
and Lowenstein (1991) described impulse buying in the following way: 
There is a struggle between the psychological forces of desire and willpower.  
Two psychological processes of emotional factors which are reflected in the 
reference - point model of deprivation and desire and the cognitive factors 
which are reflected in the deliberation and self-control strategies that 
consumers utilize.  The two are by no means independent of one another. A 
change in either desire or willpower can cause the consumer to shift over the 
buy line, resulting in a purchase. Emotions influence cognitive factors (desire 
motivating a rationalization of the negative consequences of a purchase) and 
vice versa (e.g., cost analysis reducing a desire).  
Prediction of what an individual may do at any point in time weighs heavily on 
personal characteristics of self-control and impulsivity. When an individual lacks 
sufficient self-control over his buying desire, impulse buying transpires (Youn, 2000). 
The struggle between the inner emotional desire to buy and the inner cognitive 
willpower not to buy is like a balance beam that can shift at any moment and only a 
slight shift is required in most circumstances in order to bring about a change. The 
emotional desire and cognitive willpower work against each other and generate an 
uneven impulsivity/self-control balance beam effect. As a consumer‘s emotional 
desire increases cognitive willpower decreases creating impulsivity, which will result 
in an impulsive buy if all other contributing factors remain constant (Youn, 2000). A 
list of distracting factors is infinite, for example the store may close, or one‘s train of 
thought may be interrupted by say an emergency phone call or perhaps a crying 
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baby, to name only a few.  On the other end of the balance beam, when the 
cognitive willpower side happens to overtake the strength of the emotional side, 
contemplation and evaluation occurs eliminating impulsivity.  Note that a purchase 
may still take place, however the purchase no longer is an impulse buy because an 
evaluation process has occurred eliminating all factors that define the purchase as 
impulsive.  Youn, (2000) has suggested in his study that factors spontaneity, lack of 
control, stress and psychological disequilibrium disappear during the deliberation 
process eliminating the buy as impulsive. 
2.6 Affective and Cognitive States 
Affect and Cognition are rather different types of psychological responses 
consumers can have in any shopping situation.  Although the affective and cognitive 
systems are distinct, they are richly interconnected, and each system can influence 
and be influenced by the other.  Affect refers to feeling responses, whereas 
cognition consists of mental (thinking) responses (Youn, 2000). 
Consumers‘ affective and cognitive systems are active in every environment, but 
only some internal activity is conscious, a great deal of activity may occur without 
much awareness (Peter & Olson, 1999).   
Motivation begins with the presence of outside environmental stimuli or from 
individual internal stimuli that result in spurring the recognition of a need.  When this 
happens a stimulus produces a divergence between the person‘s desired and actual 
state of being.  As a consumer‘s satisfaction with his/her actual state decreases, or if 
the level of his/her desired state increases, he/she may recognize a problem that 
propels the need for action (O'Shaughnessy, 1987).  Expressive needs are desires 
to fulfill social and/or aesthetic requirements; they are closely related to the 
maintenance of a person‘s self- concept.  Utilitarian needs are desires to solve basic 
problems or fulfill basic needs (e.g., food, clothes).  Two generalizations about needs 
should be mentioned. Firstly, needs may either be innate or learned through 
secondary conditioning processes and/or consumer socialization.  Second, all of a 
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person‘s needs can never be fully satisfied, if one need is fulfilled another will spring 
up to take its place (O'Shaughnessy, 1987). 
Once a need is aroused, it produces a drive state.  A drive is an affective state in 
which the person experiences emotions and physiological arousal.  The level of a 
drive state influences the person‘s level of involvement and affective state.  As drive 
increases, feeling and emotions intensify, resulting in higher levels of involvement 
and information processing.  Drives, urges, wishes, or desires motivate the 
individual toward goal-directed behavior.  When individuals experience a drive 
state, they engage in goal-directed behaviors which  consists of actions taken to 
relieve the need state (e.g., searching for information, talking to other consumers 
about product, shopping for the best bargain, and finally purchasing products and 
services).  Similarities exist between needs and problem recognition and goal-
directed behavior and the search for information.  Consumer decision-making is 
activated when the consumer recognizes that a problem exists, and problem 
recognition occurs when the consumer‘s actual state of being differs from a desire 
state of being. These concepts are essentially synonymous, in each instance the 
consumer engages in a series of behaviors to fulfill a need or solve a problem 
(O'Shaughnessy, 1987). 
Consumer incentives are the products, services, information, and even other 
consumers who perceive that this purchase will satisfy a need.  Incentive objects 
are connected to the need recognition stage, where they act to narrow the gap 
between the actual and desired states.  Incentive objects can be thought of as 
enforcers that direct the consumers‘ behavior toward fulfilling needs 
(O'Shaughnessy, 1987). 
A person‘s needs have a strong effect on motivation to maintain an optimum level of 
stimulation, which is the preferred amount of physiological activation or arousal.  A 
person‘s level of stimulation at any given point in time is influenced by internal and 
external factors.   A person will generally take action to correct the level whenever it 
becomes too high or too low.  Maintaining an optimum stimulation level is closely 
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related to the desire for hedonic experiences.  Hedonic consumption refers to the 
needs of consumers to use products and services to create fantasies, to feel new 
sensations, and to obtain emotional arousal (Holbrook & Hirschman, 1982). 
Early motivation researchers focused on the emotional reasons for people‘s 
consumption patterns and emphasized how products could be used to arouse and 
fulfill fantasies.  Concepts on the symbolic nature of products emerged and 
suggested products are more than simply objective entities but are also tokens of 
emotional and social significance.  Hedonism is a term that generally refers to 
gaining pleasure through the senses.  People seek to experience a variety of 
emotions both positive and negative.  One point made by hedonic consumption 
theorists is that emotional desires sometimes dominate utilitarian motives when 
consumers are choosing products.  People often buy products not for their functional 
benefits, but rather for their symbolic values (Levy, 1959).  
Many consumer researchers believe that people view their possessions as an 
extension of themselves - personal identity (Dittmar, Beattie, Friese, 1995; 1996; 
Holbrook & Hirschman, 1982; Levy, 1959; Peter & Olson, 1999). Many products 
are brought partly to reflect the consumer‘s self-concept and are symbols 
representing the buyer‘s self to others.  They have found a definite relationship 
between a person‘s self- image and certain products that a person buys.  The 
tendency of a consumer to seek happiness through ownership of objects has been 
called materialism (Peter & Olson, 1999). At the highest levels of materialism, such 
possessions assume a central place in a person‘s life which incidentally is also the 
greatest sources of satisfaction and dissatisfaction. 
A felt need produces a drive state that creates affective reactions in consumers. 
Affect, or feelings, can be defined as a class of mental phenomena uniquely 
characterized by a consciously experienced, subjective feeling state, commonly 
accompanied by emotions and moods (Gardner, 1987).  Affect is a broad term that 
encompasses both emotions and moods.  A mood is a transient feeling state that 
occurs in a specific situation or time.  Moods are temporary in nature, which sets 
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them apart from our personality, which is long lasting.  Emotions are distinguished 
from moods by their greater intensity and their greater psychological urgency.  Even 
though moods are short in duration and mild in intensity they influence the recall of 
information.  Research has found that people are better able to remember 
information that has the same affective quality as their mood state (Isen, Shalker, 
Clark, & Karp, 1978).  Mood states influence the encoding of and retrieval of 
information, as well as how information is organized in memory (Gardner, 1987).  
The relationship between affect and memory suggests that marketers should 
generally attempt to put consumers in a positive mood when they are presenting 
them with information on a product or service. With an experiential purchase, some 
affective processes appear to dominate and precede rational decision-making.   
Some researchers have noted that emotions may predominate even in some highly 
involving situations.  Experiential buying processes emphasize the fun and feelings 
that can be obtained by experiencing the product or service.  Three types of 
experiential purchases are purchases resulting from variety seeking, which refer to 
the tendency of consumers to spontaneously buy a new brand of product even 
though they continue to express satisfaction with their old brand, purchases made 
out of brand loyalty, where a purchase leads to affective reactions as a direct result 
of consumer‘s accumulated perceptions of satisfaction/dissatisfaction with brand 
qualities (Burroughs, 1996), and purchases made on impulse.  The impulse buy 
process occurs as a result of creating affect through the classical conditioning of 
positive feelings toward the product.  When the consumer encounters a product, 
processes the information about it holistically, and reacts with an extremely strong 
positive affect an impulse buy takes place (Burroughs, 1996).The interrelationship 
among beliefs, attitudes, and behaviors is highly important in understanding the 
consumer buying process.  Beliefs describe the knowledge a person has about 
objects, attributes, and benefits (O'Shaughnessy, 1987).  Beliefs are formed through 
exposure to and the processing of information obtained from ads, friends, and 
through direct experience of the product.  Product attributes are the characteristics 
that a product may or may not have (O'Shaughnessy, 1987).  Product benefits are 
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the positive and negative outcomes provided by the product‘s attributes.   
Consumer attitudes represent the amount of affect or feeling that a person holds for 
or against a stimulus object, such as a brand, a person, a company, or an idea.  
Attitudes may be formed through principles of classical and operant conditioning; 
mere repeated exposure to a previously neutral stimulus could induce positive 
feelings (O'Shaughnessy, 1987). Attitudes serve four different functions for 
consumers.  First is the utilitarian function: consumers express an attitude to 
maximize rewards and minimize punishments from others. Second is the value-
expressive function: consumers express an attitude to make a statement to others 
about what they believe to be important and valuable.  Third is the ego-defensive 
function: consumers seek to maintain their self-concept by holding attitudes that 
protect them from unpleasant truths about themselves or the external world. Fourth 
is the knowledge function: consumers use attitudes to help them comprehend a 
complex universe (O'Shaughnessy, 1987). 
Consumer behavior refers to all the actions of acquiring, using, and disposing of 
product or service.  Consumer behavior is described as either the intentions or 
likelihood involved in engaging in some behavior or the actual/overt behavior.  
Consumption behavior results from a number of different processes.  When the 
consumer is in a high- involvement situation, the standard learning hierarchy 
operates: behavior occurs after beliefs are formed and attitudes are created.  
Similarly, when a consumer is in a low-involvement stage the behavior appears to 
occur after a limited number of beliefs are formed: attitudes play only a minor role in 
influencing behavior and are formed only after the consumer purchases and uses 
the product.  In the experiential hierarchy, affect occurs first, followed by behavior 
(Rook & Hoch, 1985).  Impulse buying exemplifies an experiential purchase.  The 
behaviorally influenced hierarchy is usually followed in situations where strong 
situational or environmental forces propel the consumer to engage in the behavior. 
Impulse buying is closely tied to reflexes or responses actuated by both external 
stimuli referring to environmental factors (such as visual salience) and or internal 
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stimuli referring to self-generated autistic impulses (such as moods, emotions, and 
cravings) (Wansink, 1994).  The action or reaction created by external and or 
internal stimuli is processed by affect or cognition or a combination of the two. The 
recognition of this combination of thoughts and emotions, created and perceived by 
the consumer, is what has lead to the present day understanding of impulse buying. 
Enduring efforts and unlimited attempts to explain consumer impulse buying 
behavior have been made by scholars throughout the world (e.g., Burroughs, 1996; 
Piron, 1993; Youn, 2000). A consumer‘s behavior at any given point in time is 
distinctly related to personal characteristics of self-control and impulsivity. The 
degree of magnitude in which these actions exist is dependent upon one another. 
The same is true with the amount and extent to which a decision process takes 
place. Consumers treat decision making as a means-end chain of problem solving 
where goals are sought to be achieved or satisfied. The greater the need or desire 
for accomplishment, there would be greater increase in motivation to succeed 
(Huffman, Mick, & Ratneshwar, 2000). 
 
The cognitive or affective decision can also influence various other aspects. Kempf 
(1999) indicated that the reliance on affective or cognitive information may also be 
induced by the type of product. She argued that utilitarian product evaluations are 
more likely to be based on cognitive aspects, whereas hedonic products are more 
likely to be evaluated on the basis of affective reactions. On the other hand, Shiv and 
Fedorikhin (2002) argue that when processing resources are constrained, behavior is 
driven by lower-order processes that constantly monitor the environment for events of 
affective significance. 
Referring to the work of Wyer, Clore, and Isbell (1999), they propose that these lower 
order processes may elicit affective reactions that lead to action tendencies to 
approach or avoid a stimulus. The concept of implicit attitudes as discussed by 
Wilson, Lindsey, and Schooler (2000) or Strack and Deutsch (2004) is also related to 
such lower-order processes and the underlying memory structures. Wilson et al. 
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(2000), for instance, regard implicit attitudes as evaluations that are activated 
automatically and influence people‘s responses that they do not attempt to or cannot 
control (see also Greenwald & Banaji, 1995). Implicit or automatic attitudes in this 
sense are based on lower-order, associative processes that do not require much 
cognitive effort or control. 
All the mentioned models assume that automatic processes influence judgments and 
behavior, but they also agree that controlled or strategic cognitive processes may 
determine judgments and behavior, as well. Controlled processes cover the cognitive 
appraisal of a situation (Pham, Cohen, Pracejus, & Hughes, 2001), as well as the 
application of knowledge or inferences that take more time to retrieve from memory 
and to apply (Smith & DeCoster, 2000). Pointing to such controlled processes, 
Wilson et al. (2000) posit that the effect of an automatically activated (implicit) attitude 
can be overridden by an explicit attitude based on more controlled processing. 
Similarly, Shiv and Fedorikhin (2002) argue that with information relevant to the 
attitude the object is also subject to more deliberative processes when the cognitive 
capacity of people is sufficient and when they are motivated to deliberate (see also 
Fazio, 1990; Fazio & Towles-Schwen, 1999; Strack & Deutsch, 2004). The distinction 
between lower-order and higher-order processing seems to be especially apparent 
when the two processes imply contrary action tendencies. 
The concepts of ‗‗cognition‘‘ and ‗‗emotion‘‘ are, after all, simply abstractions for two 
aspects of one brain in the service of action. Zajonc believed that emotion is 
independent from cognition. The study of emotion and cognition should be integrated, 
because the phenomena themselves are integrated (Dewey, 1894; Parrott & Sabini, 
1989). There is notion that discrete emotions have separate and distinct areas in the 
brain (Duncan & Barrett, 2007 this issue). Rather, emotions emerge from a 
combination of affective and cognitive processes (see Moors, this issue). Moreover, 
in agreement with Bower (1981), it suggested that emotion can be studied using 
cognitive paradigms. Both laboratory findings and everyday observation suggest a 
unity and interrelatedness of cognitive and affective processes, and that trying to 
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dissect them into separate faculties would neglect the richness of mental life 
(Roediger, Gallo, & Geraci, 2002,). One factor that has been found to influence 
impulsive buying is affect. When asked to name the single mood that most often 
preceded an impulse purchase, respondents most frequently mentioned ―pleasure,‖ 
followed by ―carefree‖ and ―excited‖ (Rook and Gardner 1993). Impulsive buying 
when in a negative mood is also common (Rook and Gardner 1993). Shoppers in 
negative moods may be actively attempting to alleviate the unpleasant mood (Elliott 
1994). This explanation for impulse shopping is consistent with findings on self-
gifting, a behavior often motivated by attempts to cheer oneself up or be nice to 
oneself (Mick and Demoss 1990). Research indicates that positive affect produces a 
"rose-colored-glasses" effect, making everything appear more desirable (Pham 
(2007) and Schwarz and Clore (2007). An extensive body of research has examined 
the influence of incidental mood, affect, and emotion on judgment and behavior 
(Cohen, Pham, and Andrade, 2007, Forgas , 1995,  Pham , 2004, 2007, and 
Schwarz and Clore , 2007. Much of this work emphasizes the distinction between 
positive affect (e.g., "happiness") and negative affect (e.g., "sadness"), showing that 
feelings of opposing valence have opposing influences on cognition. 
2.6.1 Affective States and Impulse Buying behavior 
 
In recent years, academic researchers have begun to investigate the impact of 
affective variables on consumer behavior. The purpose is to look at the mood 
literature and how it has developed to date.( Ronald P. Hill, Meryl P. Gardner (1987). 
Reviews by Isen (1984) and Gardner (1985) provide insights into the current way the 
mood literature is organized. Isen concentrated her review on recall, attitude 
formation and helping behavior. In an attempt to extrapolate from the psychological 
literature to marketing, Gardner reviewed the research in psychology that 
investigated the impact of mood states on behavior, judgment, and recall. (Isen 
(1984) and Gardner (1985).Several general recommendations can be made. First, 
there is a need to consider the differential effects of mood within and across positive 
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and negative mood states on the buying process. Second, researchers should begin 
to look at mood as a determinant as well as a result of various stages and activities in 
the buying process. Third, an attempt should be made to determine the extent to 
which consumers are aware of their mood-related needs and desires, and whether 
they consciously or unconsciously utilize the buying process to manage their mood 
states. Successful studies investigating these issues will greatly enhance our 
understanding in this area of inquiry.( Ronald P. Hill, Meryl P. Gardner (1987). 
Research in psychology shows that self-esteem, mood, and subjective well-being are 
closely related constructs. (DeNeve and Cooper, 1998). Although moderate levels of 
impulse buying can be pleasant and gratifying, recent theoretical work suggests that 
chronic, high frequency impulse buying has a compulsive element and can function 
as a form of escape from negative affective states, depression, and low self-esteem. 
(David H. Silvera, Anne M. Lavack, Fredric Kropp (2008). DeMoss found that people 
sometimes reward themselves with ―self-gifts‖ as a means of elevating a negative 
mood. (DeMoss (1990). 
Dittmar, Beattie, and Friese demonstrated that impulsive purchases were more likely 
to occur for products that symbolized preferred or ideal self and be affected by social 
categories such as gender. (Dittmar, Beattie, and Friese (1995) Men expressed more 
personal identity reasons for purchases, whereas women reported more social 
identity motives. (Rook and Fisher (1995) 
Francis Piron found two important findings 1) to measure emotional reactions 
experienced by consumers who made a planned, unplanned or impulse purchase, 
and 2) to compare these emotional reactions among the three types of purchases. 
(Francis Piron (1993). It was also found that not all unplanned purchases are 
impulsively chosen, and unplanned purchases could be made rational (Beatty and 
Ferrell 1998). Lately, Piron (1991) reviewed the existing definitions and proposed that 
impulse purchases be defined as unplanned purchases, caused by an exposure to a 
stimulus, and decided on-the-spot.  Shoppers who make impulsive purchases can be 
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differentiated from shoppers who make planned and unplanned purchases on the 
basis of their experiencing emotional reactions (Rook 1988; Rook and Hoch, 1985).  
Five dimensions that make up the emotional reactions that have been identified as 
differentiating impulse purchasing from other types of purchasing: a ―Sudden and 
Imperative Desire to Purchase,‖ a ―Feeling of Helplessness‖, ―Feeling Good‖, 
purchase ―In Response to Moods,‖ and ―Feeling Guilty". (Rook 1987; Rook and Hoch 
1985) 
There indeed appears to be a causal role of stress on impulse buying, such that 
participants who were stressed compared to those who were not spent more money 
impulsively. In addition, participants who effectively regulated their emotions during 
the stress induction, compared to those who were not prompted to engage in any 
particular form of emotion regulation and those who ineffectively regulated their 
emotions, were marginally less likely to engage in impulse buying. Gia J. Sullivan 
(2008). Stress, defined here as the feeling of having one‘s resources taxed or 
overwhelmed & is one type of negative emotional state that may be particularly 
important in causing impulsive behaviors. (Lazarus & Folkman, 1984) The term 
emotion regulation refers to the modification of any aspect of an emotional response, 
including experience and expressive behavior (Eisenberg & Spinrad, 2004; 
Goldsmith & Davidson, 2004; Gross, 1998; Gross & John, 2003). Impulse purchases 
almost always involve an emotional response, either before, at the time of, or after an 
impulse purchase. (Rook, 1987; Wood, 1998) 
Arousal and perceived risk also has effects on impulsive buying behavior. Perceived 
risk was negatively associated with impulsive buying behavior but not significantly 
related to impulsive buying intention, whereas pleasure, which was not related to 
actual behavior, was a predictor of impulsive buying intention. (Grace Yuna Lee 
(2008). The use of buying behaviors as a means of altering emotional feelings may 
be seen most clearly in extreme cases such as with compulsive buyers. However, 
this motivation for buying is also likely to occur in many more typical purchase 
situations. Greater examination of mood manipulation and self-medication as a 
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reason for both building and brand selection may prove valuable in increasing our 
understanding of more typical consumer behavior as well as expanding our 
knowledge of the motivations and development of compulsive consumption as 
suggested by Faber Ronald J. and Christenson Gary A. (1996). MacInnis Deborah J. 
and Patrick Vanessa M. (2006) have proposed an alternative conceptualization to the 
Strack, Werth, and Deutsch (2006) model. This alternative considers how the 
forecasting of emotional outcomes linked to controlling or failing to control impulses 
affects self-regulatory behavior.  
Strack et al. (2006) focuses on affect and impulse control (versus buying) and 
deliberative processing linked to impulse control (or lack thereof). Gardner Meryl 
Paula and Rook Dennis W (1988) explored the relationship between consumers' 
impulse buying behavior and the internal affective states that follow their impulse 
purchases. Gardner Meryl Paula and Rook Dennis W (1988) suggests that mood 
factors play an extensive and complex role in consumers' impulse buying behavior. 
Faber Ronald J and Christenson Gary A (1996) Holbrook Morris B and Hirschman 
Elizabeth C (1982) argued for the recognition of experiential aspects of consumption. 
This view regarded the consumption experience as a phenomenon directed toward 
the pursuit of fantasies, feelings, and fun. Lee Grace Yuna and Yi Youjae (2008) 
study provided evidence that arousal and perceived risk had effects on impulsive 
buying behavior. Perceived risk was negatively associated with impulse buying 
behavior but not significantly related to impulse buying intention, whereas pleasure, 
which was not related to actual behavior, was a predictor of impulse buying intention. 
On the other hand, the buying impulsiveness trait was found to moderate the 
relationship between pleasure and impulse buying intention.  
An early stream of research also attempted to explore the affective determinants of 
impulsive buying behaviors, and a number of studies have shown that positive moods 
are correlated with spending levels. Donovan and Rossiter (1982) showed that 
pleasure and arousal were significant mediators of intended shopping behaviors 
including time spent in the store, interpersonal interaction tendencies, willingness to 
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return, and estimated monetary expenditures. The relationship was strongest for the 
pleasure state, whereas arousal increased the time spent in the store, willingness to 
interact with sales personnel, and overspending in pleasant environments. The self 
perception of impulsive buyers‘ emotional behavior was significantly different from 
that of non-buyers; impulsive buyers had greater emotional activation than non-
buyers and demonstrated considerably more enthusiasm, joy, interest, but less 
surprise and indifference. At the same time, facial expression functioned as a useful 
indicator to distinguish impulsive buyers from non-buyers. Then, researchers started 
to investigate the role of psychological attributes such as social image, self-identity 
and normative evaluation in impulsive buying. Dittmar, Beattie, and Friese (1995) 
demonstrated that impulsive purchases were more likely to occur for products that 
symbolized preferred or ideal self and be affected by social categories such as 
gender. Men expressed more personal identity reasons for purchases, whereas 
women reported more social identity motives. Rook and Fisher (1995) demonstrated 
that the relationship between the impulsive buying trait and impulsive buying 
behaviors was significant only when consumers believed that acting on impulse was 
appropriate. In addition, Troisi, Christopher, and Marek (2006) explored the 
relationship between materialism and money spending attitudes on impulsive buying 
tendencies, attitudes toward debt, sensation seeking, and openness to experience, 
and particularly materialism and money conservation were found to predict impulsive 
buying. Mood states are a vital set of affective factors, having influences on 
consumer behavior in a number of contexts. Specifically, consumers‘ emotion or 
mood states are considered a situational variable that affects one‘s purchasing 
behavior (Dawson, Bloch, and Ridgway 1990). The range of emotions relevant to 
consumption includes feelings of love, hate, fear, joy, boredom, anxiety, pride, anger, 
sadness, greed, guilt, shame, and awe (Holbrook and Hirschman 1982). As 
mentioned earlier, impulsive buying is often accompanied by intense feeling states 
and assumes a more hedonic character (Holbrook and Hirschman 1982). Indeed, the 
relationship between pleasant emotions and purchasing behaviors is relatively well 
supported in the retail literature (Donovan and Rossiter 1994). Russell and Pratt 
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(1980) modified the Mehrabian- Russell model and found that dominance was not 
completely applicable in situations calling for affective responses, whereas pleasure 
and arousal dimensions were broadly applicable over a wide range of situations. 
Other studies have further shown that pleasure and arousal are significant mediators 
of intended shopping behaviors including time spent in the store, interpersonal 
interaction tendencies, willingness to return and monetary expenditures (Donovan 
and Rossiter 1982; Donovan et al. 1994; Youn and Faber 2000). Therefore, prior 
research has provided evidence that consumers‘ positive moods, especially 
emotional arousal and pleasure, are closely associated with the urge to buy 
impulsively.  
Silvera David H, Lavack Anne M and Kropp Frederic (2008) examined the predictors 
of impulse buying. They were of the opinion that though moderate levels of impulse 
buying can be pleasant and gratifying, theoretical work suggested that chronic, high 
frequency impulse buying has a compulsive element and can function as a form of 
escape from negative affective states, depression, and low self-esteem. They tried to 
examine the associations between chronic impulse buying tendencies and subjective 
wellbeing, affect, susceptibility to interpersonal influence, and self-esteem. This study 
provides empirical support for Verplanken et al.‘s (2005) general proposition that 
impulse buying is linked to negative psychological states. Conversely, there is no 
support whatsoever for the idea that impulse buying is associated with chronic 
positive psychological states. These findings, together with Verplanken et al.‘s (2005) 
finding that impulse buying and excessive snacking are associated behaviors, 
suggest that impulse buying should perhaps no longer be viewed as ―harmless fun.‖ 
Considering the link between impulse buying and negative emotions, as well as the 
occasionally compulsive nature of impulse buying and the harmful consequences of 
excessive impulse buying, this ―harmless‖ behavior might more appropriately be 
viewed as a potential problem that needs to be controlled.  
Storbeck Justin and Clore Gerald L. (2007) have argued through their research that 
affect and cognition are in fact highly interdependent. They argue that affect is not 
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independent from cognition that affect is not primary to cognition, nor is affect 
automatically elicited. They also discuss several instances of how affect influences 
cognition. The concepts of ‗‗cognition‘‘ and ‗‗emotion‘‘ are, after all, simply 
abstractions for two aspects of one brain in the service of action. Zajonc believed that 
emotion is independent of cognition. The study of emotion and cognition should be 
integrated, because the phenomena themselves are integrated (Dewey, 1894; Parrott 
& Sabini, 1989). Rather, emotions emerge from a combination of affective and 
cognitive processes Moreover, in agreement with Bower (1981), Storbeck J. and 
Clore G.L (2007) suggested that emotion can be studied using cognitive paradigms. 
Both laboratory findings and everyday observation suggest a unity and 
interrelatedness of cognitive and affective processes, and that trying to dissect them 
into separate faculties would neglect the richness of mental life (Roediger, Gallo, & 
Geraci, 2002) it suggested, like others, that the interconnections found within the 
brain provide no obvious basis for divorcing emotion from cognition (Storbeck and 
Clore, 2007; Erickson & Schulkin, 2003; Halgren, 1992; Lane & Nadel, 2000; Phelps, 
2004). 
 
2.6.2 Cognitive States and Impulse Buying: 
The study complements existing research regarding the interplay between impulsive 
and deliberative processes in consumer decision making, by examining how 
cognition (in the form of rationalizations or motivated judgments) enables people to 
proceed with (rather than control) their impulses. Usually research uses the concept 
of neutralization (Sykes and Matza, 1957), in the manner of a theory of motivated 
cognition and as taxonomy of pre- and post behavioral rationalizations; and presents 
findings from a preliminary study which suggests that neutralization theory can be 
applied to accounts of impulse buying episodes.  
Even highly impulsive buyers do not give in to every spontaneous buying demand, as 
a variety of factors may alert consumers to the need for immediate deliberation and 
consequently "interrupt" the transition from impulsive feeling to impulsive action 
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(Bettman, James R. (1979), An Information Processing Theory of Consumer Choice, 
Reading, MA: Addison-Wesley.) Factors such as a consumer's economic position, 
time pressure, social visibility, and perhaps even the buying impulse itself can trigger 
the need to evaluate a prospective impulsive purchase quickly (Hoch, Stephen J. and 
George F. Loewenstein (1991) 
There are also researches which have also shown that impulse purchases can have 
negative psychological consequences for the participants (Wood 1998; Green and 
Smith 2002) as well as lead to domestic conflict and other negative social 
consequences (Green and Smith 2002).  
2.7 Dimensions of Impulse buying  
2.7.1 Conative Aspects of Consumer Buying Impulsivity 
Most previous studies of impulse buying have developed substantial attention to the 
behavioral dynamics of the consumer. This study conceptualizes the conative 
aspects of impulse buying as containing two elements: ―rapidity‖ and ―reactivity‖. 
Impulse buying can be distinguished from other types of buying behaviour in terms of 
the ―rapidity‖ with which the consumer moves through the decisional period (d‘Antoni 
and Shenson 1973). As noted before, the time period taken to complete the decision 
process is considered as a basis for the definition of impulsivity in buying behavior. 
A sense of rapidity, immediacy and spontaneity manifests as a core constituent part 
of describing a psychological impulse. Once triggered, an impulse stimulates the 
desire to act immediately. This inclination is urgent and intense (Goldenson 1984). 
Impulse behavior is speedy; it is typically quick in execution. More important, it is 
speedy in the sense that the period between thought and execution is short (Shapiro 
1965). This propensity is expressed as ―on- the- spot‖ decision making in Piron‘s 
work (1989, 1991 and 1993) on impulse buying. On- the - spot is defined as the 
immediate time and place where the purchase decision is processed and made. 
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Descriptions such as on the spur of the moment, on-the-spot, immediately 
spontaneously, quick response, off the top of the head or buy now operationalize the 
conative aspect of impulse buying, ―rapidity‖. This rapidity tendency is consistent with 
the speculation that high impulsive individual are more likely to show a faster 
cognitive tempo than low impulse ridden ones in the behavioral measure of simple 
reaction time (Patton et al, 1995). 
Another conative aspect of impulse buying is ―reactivity‖. Broadly reactivity refers to 
the response to a stimulus, where the stimulus can be formally described as 
something that incites or quickens actions, feelings, thoughts etc. (Piron1989). 
Wolman (1989) contended that an impulse arises upon presentation with a certain 
stimulus, indicating that an impulse is action oriented and kinetic. Similarly, Kroeber-
Riel (1979) stated impulsive consumer behavior is stimulus controlled and therefore a 
reactive behavior. 
The reactivity of an impulse or impulsive behavior shows a strong linkage to what 
occurs when an impulse purchase takes place. Impulse buying occurs when the 
decision to purchase is made immediately upon seeing the unexpected stimulus. The 
stimulus associated with the impulse buying can be categorized along two broad 
dimensions: external and internal triggers (Wansink 1994). External stimuli represent 
the marketers‘ controlled stimuli or marketing environmental factors, while internal 
stimuli refer to the buying impulse itself or consumer generated autistic stimulation. 
The reactivity of impulse buying considered here can be explained as a largely 
automatic behavior actuated by an external or internal stimulus. For instance, 
impulse buying involves an immediate response to external sensory cues stemming 
from the marketing system (e.g. special offers, sights, smells, sounds, or the product 
itself). Such marketing mix cues can energize a consumer‘s motivational state (e.g. a 
readiness to buy) and produce more generalized arousal (e.g. autonomic arousal). 
Possibly, more salient cues may increase consumer‘s responsiveness to cues and 
sensitivity to reward, especially for those who are high in arousability. Arousal and 
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purchase can be linked directly, and the situations where arousal can lead to 
purchase are likely to be worthwhile to investigate for future research. 
In brief, psychologists from the field of personality have defined the trait of impulsivity 
as ―a tendency to respond quickly to a given stimulus, without deliberation and 
evaluation of consequences” (Buss and Plomin 1975; Gerbing, Ahadi and Patton 
1987). This definition (especially the part in italics) highlights two conative aspects of 
impulse buying, ―rapidity‖ and ―reactivity‖. 
2.7.2 Cognitive Aspects of Consumer Buying Impulsivity 
More recently, interest in the cognitive perspective on impulse buying has been re-
energizing (Burroughs 1996; Puri 1996; Rook & Fisher 1995). Impulsive buying 
behaviors differ from purposeful choice behavior, which intends to optimize consumer 
utility. Sometimes, consumers are engaged in impulsive behavior even though 
impulsive behavior is against their own interests (e.g. eating unhealthy foods, 
smoking or spending). A sense of spontaneity and immediacy of buying impulses 
naturally lead to a minimum of information processing, which is characterized by ―a 
low level of cognitive deliberation‖. Minimal intellectual control inhibits more cognitive 
evaluations of product attributes, analytic assessment of the buying decision and 
further regard for the consequences. 
Psychological impulses are described as a sudden urge to act without deliberation 
and impulsivity as a personality trait is defined as ―a tendency to respond quickly to a 
given stimulus, without deliberation and evaluation of consequences.‖ These 
explanations support the belief that the tendency to buy something on whim is 
accompanied by minimal cognitive efforts. Subsequently, a lack of cognitive 
deliberation may result in being faced with undesirable outcome such as product 
disappointment, regret, guilt feelings, low self-esteem and even financial hardship. 
Wordings like unreflective, un-deliberate, without thinking or disregard for the 
consequences refer to this element of impulse buying. 
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Buying impulses are engaged in ―disregard for the future‖ as well as being at low 
level of cognitive deliberation. In behavioral approaches to the trait of impulsivity, 
impulsivity is conceptualized as the choice of immediate but smaller rewards over 
larger delayed ones (Ainslie 1975; Navarick 1987). Navarick (1987) contended that 
impulsive behaviors result from choosing immediately available option over a future 
option as a result of mental accounting where the present value of the future outcome 
compares unfavorably with the value of an immediate outcome. The propensity to 
value proximate rewards over distal rewards has been examined in the cognitive 
models of self-control (Thaler & Shefrin 1981) and time inconsistent preferences 
(Hoch and Loewenstein 1991). The inclination to distorting the valuation of 
consequences leads to surrendering willpower to temptation, which can be 
characterized as being selfish, egocentric, myopic, carefree and lacking a 
consideration for the future. In daily life, the temptation to succumb to one‘s buying 
impulses may threaten a person‘s budget, diet, schedule, self-esteem, social 
approval or reputation. Descriptions such as emphasizing the present, carefree in 
spending or problematic spending belong to this feature of impulse buying. 
Both low cognitive efforts and discounting the future lead to ―unplanned buying‖. Non-
planning is a common theme underlying impulse buying behavior in early studies. A 
lack of planning clearly is one of the important factors explaining impulse buying, but 
the term of planning is vague and is contingent on the situation. The notion of being 
―unplanned‖ as a result of the buying decision made ―in-store‖ is questionable 
because the in-store stimuli can remind previously recognized needs. Recall that 
having no previously recognized need is a defining element of impulse buying, while 
the in-store criteria is a necessary, but not sufficient characteristic of impulse buying. 
Impulse buying behaviour can be cognitively quite complex because not all impulse 
buying is completely accompanied by low cognition or a sense of spontaneity. 
Arguably, there appears to be more deliberation in certain impulse buying situations. 
Just after buying impulses occur, consumers engage in active inner dialogues 
between costs and benefits in order to cope with their buying impulses. To justify 
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their behaviour, some impulsive purchasers make an attribution to situational factors 
(e.g. special offers, smile of salesperson, sensory stimuli or the devil made me do it). 
Conversely, other impulsive purchasers may attribute their behaviour to personal 
factors (e.g. self rewarding, treat myself or mood states). This rationalization process 
makes impulse buying cognitively complex. In fact, Rook and Gardner (1993), in their 
study of the mood-impulse buying relationship, approached impulse buying as an 
umbrella term that involves varying degrees of spontaneous and deliberate (or 
controlled) behaviors. In line with this, the relationship between attribution processes 
and post-purchase satisfaction after impulse buying would be another research topic 
that needs further study. 
2.7.3 Affective Aspects of Consumer Buying Impulsivity 
The affective aspects of impulse buying are difficult to be separated from its cognitive 
aspects because affective and cognitive reactions are thought to be experienced 
simultaneously and are closely interconnected. The pressure to give in to impulses is 
an affective or emotional one; whereas the efforts to control impulses are cognitive or 
rational. Desire and will power represent counter axes of impulsivity. One cannot 
exist without the other, so it is virtually impossible to look at them separately. 
Nevertheless, this study attempts to examine them separately in order to more fully 
understand the complexities of impulse buying. 
Fundamentally, affective aspects of impulse buying start with focusing on the sudden 
urge to obey impulses. It was noted that psychological impulses, once triggered are 
imperative, persistent and hard to resist because of feeling impelled by some lower 
principle or placing too much weight upon satisfying present desires. Consequently, 
buying impulses are described as ―an irresistible urge to buy‖. The urge to buy is 
instant, compelling and affectively charged, accompanying greater potential for 
emotional arousal. So powerful, perhaps, buying urges override all analytical or 
logical reasoning regarding the buying decision. Buying impulses compete against 
will power and the two competing factors that raise the degree of emotional conflict. 
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―Emotional conflict‖ is another significant theme in Rook‘s (1987) study. Impulsive 
behaviour is preceded by a period in which there is mounting tension and conflict 
over whether the urge should be obeyed or controls should be maintained (Bharratt 
and Patton 1983). This tension becomes unbearable and overpowering and 
explosive acts occur. Interaction between hedonic and rational motives, in other 
words, interplay between the pleasure and reality principle, was greatly elaborated in 
the work of Hoch and Loewenstein (1991). The emotional conflict arises when the 
consumer engages in serious inner dialogue between buying impulses and the will 
power to resist them. Giving in to buying impulses may result in experiencing a 
helpless feeling against the buying desire or a sense of being out of control. 
Subsequently, emotional conflicts may be associated with negative feelings such as 
guilt or regret after impulsive purchases. In impulse buying, Rook ( 1987) observed 
both : everyday pleasure & pain of buying behaviour and described the hedonic 
experiences of feeling good or bad as emotional conflict that may accompany 
impulse buying. 
Affective aspects differentiate impulse buying from non impulse buying in two 
different ways: ―susceptibility to emotional states‖ (emotion in motivation) at the 
purchase stage and ―emotional arousal‖ at post purchase stage. Consumer‘s 
emotional states play more dynamic role at both pre and post purchase levels for 
impulse buyers in comparison to non impulse buyers. Clearly, impulsive buying may 
be characterized by buying activities aimed toward emotional or sensory gratification. 
Weinberg and Gottwald (1982) empirically explored whether the emotions of impulse 
buyers can be distinguished from those of non buyers. Using self perception and 
external perception data (observation of the facial expressions of buyers and non 
buyers), they found impulse buyers to be more amused, more delighted and more 
enthusiastic than non buyers. Piron (1993) examined the emotional responses 
experienced by planned, unplanned and impulse purchasers and found impulse 
purchasers to be more likely to experience a sudden and imperative desire to buy 
and feeling of helplessness. Rook and Gardner (1993) reported that buying on 
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impulse can help consumers either extend or alter their pre-purchase moods. They 
observed that impulse buyer were more likely to buy on impulse in non-pleasurable 
moods such as depression and being angry as well as in more pleasurable mood 
states. 
These studies indicate that, at the pre purchase stage, impulse buyers may be more 
responsive to their emotional or mood states. At the post purchase stage, impulse 
buyers exhibit more emotional arousal than do non impulse buyers. Such different 
qualities in emotional reactions between impulse and non-impulse buyers support 
that consumers‘ susceptibility to emotional states and emotional arousability may be 
important in impulse buying behavior. 
2.8 Recent developments in impulse Buying 
 
2.8.1 Customer intentions  
 
Before customers enter a shop, they have different shopping intentions that can 
influence their buying behavior. Kollat and Willett (1967) adopt an ―intentions-
outcomes matrix‖ to illustrate impulsive customer buying behavior. The intentions are 
what customers already have before being influenced by any stimuli in a shop. 
Firstly, customers already know what kind of product and brand they intend to buy 
before going into a shop. Secondly, customers only know the products they intend to 
buy but do not focus on a particular brand. Thirdly, customers only consider the 
product category they plan to buy and do not know exactly which product to buy in 
that category. In addition, the customer recognizes the need or problem that has to 
be solved but they do not concentrate on a particular product, brand or product 
category. Finally, the need is not recognized by the customer before going into the 
shop because it is triggered by stimuli in the store.  
In terms of outcomes, firstly, a customer buys the product and brand they intended to 
buy. In addition, customers do not shop for any products and brands. Finally, 
customers buy the product but they find an alternative brand. Thus, clearly, impulsive 
buying behavior is when customers do not recognize the need to purchase a 
particular product and brand before entering a shop.  
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2.8.2 Impulse buying tendency  
 
Despite the intentions and outcomes matrix, the impulse buying tendency is 
recognized as an individual trait that can influence customer intentions to impulsively 
make a purchase (Adelaar et al., 2003). In addition, Rook and Fisher (1995) believe 
that the impulse buying tendency can be seen as a consumer consumption 
characteristic, naming the impulse buying tendency as impulse impulsiveness.  
First of all, Rook and Hoch (1985) provide a scale of consumer impulsivity to analyze 
impulsive customer characteristics. The first scale is attitude about shopping, which 
includes preferring shopping with friends, browsing in a shop or shopping when 
depressed. The other is the impulsivity of an individual‘s shopping behavior, which 
involves shopping spontaneously, a sudden desire about going shopping and often 
shopping more than they have planned. However, this consumer impulsivity scale 
does not fully analyze cognitive and emotional factors.  
Thus, Rook and Fisher (1995: 306) state that impulse buying is a ―spontaneous, 
unreflective, immediate and kinetic buying tendency in customer‘s mind.‖ In addition, 
according to the study by Verplanken and Herabadi (2001), which is consistent with 
Rook and Fisher‘s (1995), the impulse buying tendency is a part of the personality 
and different between individuals. Furthermore, they found a correlation between the 
impulse buying tendency and personality. For example, a person who does not tend 
to plan and think over about work or other activities might be a representative 
impulse shopper. This is because he/she is more likely to behave in the same pattern 
at work. On the other hand, an individual who does everything in order and acts 
before thinking might shop less impulsively.  
Furthermore, Youn and Faber (2002: 280) summarize the impulsivity scales and 
provide the Consumer Buying Impulsivity (CBI) scale to analyze impulsive customer 
buying behavior. Their research regarding impulse buying behavior is discussed in 
relation to the combination of emotion and cognition but lacks research focusing on 
affective and cognitive factors. Thus, CBI combines behavioral, affective and 
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cognitive elements regarding impulse buying. Behavioral elements are ―rapidity and 
reactivity.‖ Affective elements involve the ―irresistible urge to buy, positive buying 
emotions and mood management.‖ The irresistible urge to buy means a strong and 
intolerable desire toward internal impulsiveness. This is the critical element that 
reacts to a stimulus, which is a behavioral element. In terms of mood management, 
this means that a customer reduces their negative mood toward shopping. In 
addition, cognitive factors are ―low cognitive deliberation, disregard of the future and 
unplanned buying.‖ The CBI scale is a method to measure or examine a customer‘s 
impulsive buying tendency. In short, the impulse buying tendency is a critical factor 
triggering impulse buying behavior. It is an internal tendency in a customer‘s mind 
and differs between individuals.  
 
2.8.3 Normative Evaluation  
 
Rook and Fisher (1995) examine whether normative evaluations influence impulse 
buying behavior or not. The definition of a normative evaluation concerns a 
customer‘s decision about whether impulse buying is appropriate or not in a specific 
situation. Impulse buying behavior is widely acknowledged to have negative 
outcomes. Thus, they would like to figure out the influence of a normative evaluation 
regarding impulse buying. It is hypothesized that a normative evaluation is an 
important process between a customer‘s trait impulsiveness and corresponding 
impulsive purchases. However, it seems that a normative evaluation is not positively 
linked to impulse buying behavior. Nevertheless, even if the decision making process 
for impulsive buying takes a short time, customers may be encouraged or 
discouraged by a normative evaluation process. This would happen when the desire 
to buy impulsively appears.  
In addition, they find that when customers consider impulse buying behavior is 
suitable for a special situation, the correlation between the trait of impulsiveness and 
purchasing behavior is positive. This means that a normative evaluation influences 
impulse buying behavior. However, they also determine that impulsive shoppers can 
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reject acting impulsively when the normative evaluation is negative at a certain level. 
Thus, these findings support that a normative evaluation can influence the impulsive 
buying tendency and impulsive buying behavior not only positively but also 
negatively.  
Consistent with this idea, according to research by Omar and Kent (2001), self-
assessment or a normative evaluation can reduce the correlation between 
impulsiveness and behavior. Even at an airport, which has intense duty free stimuli, 
when the negative normative evaluation appears in a customer‘s mind they can reject 
the impulse buying behavior.  
When buying impulsively, the behavior is driven by intentions, impulsive tendencies 
and a normative evaluation. The causality among those three factors is quite 
important to impulse buying behavior. In addition, the factors influencing impulsive 
buying have to be identified in order to further understand impulsive buying behavior.  
The nature of these normative influences on impulse-buying behaviour depends on 
the norms and values of the reference group such as parents versus peers (Luo, 
2005). For example, most parents try to instil a sense of responsibility in their 
children, and hence, they may discourage impulse buying if they consider it as being 
wasteful and extravagant. On the other hand, peer-group members may encourage 
the pursuit of hedonic goals irrespective of their long-term consequences, and 
endorse impulse buying because it represents spontaneity and risk taking. 
Consumers who are concerned about what others may think about their decisions 
are also likely to reflect more and resist their impulses (Strack, Werth, &c Deutsch, 
2006), and consider themselves as more accountable for their decision when under 
scrutiny by others (Lerner & Tetlock, 1999). 
 
2.8.4 Purchases through credit cards and impulse buying 
Rook, 1987; Rook and Fisher, 1985 credit cards make it easier to buy on an impulse. 
Moreover, the use of credit cards as payment mechanism increases purchase 
intention because they do not require the user to write down the amount paid and 
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the depletion of the user‘s wealth is delayed (Soman, 2001). It has already been 
established by (Pirog and Roberts, 2007, Mansfield, Pinto and Parente, 2003) that 
personality trait impulsiveness plays a significant role in explaining credit card 
misuse. To many the money involved in credit cards transactions. The impulse 
purchase act is frequently cited as a stimulant for some buyers because it represents 
power and status (Yamauchi and Templar, 1982), satisfies urges for desirable goods 
and services (Rook, 1987), or both (d‘Astous, Maltais and Roberge, 1990; Faber and 
O‘Guinn, 1988).  
2.9 Demographics and Impulse buying Behavior 
 
2.9.1 Gender 
 
Though the modern times tends to downplay differences between men and women 
the evidence shows they process information differently (Peter & Olson, 1999), 
relate and value material possessions differently, buy different items and for different 
reasons, and have different influences on purchase decisions (Crawford, Kippax, 
Onyx, Gault, & Benton,1992; Dittmar, Beattie, & Friese, 1995; 1996). 
Kollat and Willett (1967); recognized that women usually make more purchases than 
men and in fact enjoy shopping. This may explain their finding that women purchase 
a higher percentage of products on an unplanned basis.  Rook & Hoch, 1985) 
suggested that the more one shops the more one will buy.  Kollat and Willett (1967) 
presented a conflicting view, stating that gender does not affect purchase behavior. 
Instead, they believe that if the number of purchases is held constant, men and 
women have the same degree of susceptibility to unplanned purchases.  Rook and 
Hoch (1985) found that females are more impulsive. However, Cobb and Hoyer 
(1986) found that males were more likely to be categorized as impulse 
purchasers.Literature reveals men‘s and women‘s intentions, values, and decision-
making processes as related to purchases are different. Underhill (1999) explained 
that for many women there are psychological and emotional aspects to shopping 
that are just plain absent in men.  He states, ―Women can go into a kind of reverie 
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when they shop - they become absorbed in the ritual of seeking and comparing, of 
imagining and envisioning merchandise in use‖. Rook and Hoch (1985) found that 
gender differences in consumer impulsivity could partly reflect the fact that typically 
men and women shop for different kinds of products. Men are more prideful in their 
proficiency with certain durable goods—cars, tools, boats, barbecue grills, and 
computers.  Computer hardware and software have taken the place of cars and 
stereo equipment as the focus of a male's love for technology and gadgetry. Rook 
and Hoch (1985) found that women enjoy shopping for aesthetic goods like casual 
and dress clothing and grooming products.  The use of shopping as a social activity 
seems unchanged.  Women still like to shop with friends.  Studies show that when 
two women shop together, they often spend more time and money than women who 
shop alone Underhill (1999).  Underhill (1999) suggested that the amount which the 
customer buys is a direct result of how much time they spend in the store (Underhill, 
1999).   
The supermarket is a place of high impulse buying for both sexes.  Grocery industry 
studies have shown that 60 to 70 percent of purchases by both genders are 
unplanned (Underhill, 1999).  In one supermarket study that counted how many 
shoppers came armed with lists almost all of the women had them, less than a 
quarter of the men did (Underhill, 1999).  Cobb and Hoyer (1986) found that women 
are likely to exhibit some element of planning prior to entering the store. 
Research results in terms of gender generally differ (Rook & Hoch, 1985; Dittmar et 
al., 1995, 1996; Coley & Burgess, 2003; Gilboa, 2009; Buendicho, 2003; Verplanken 
& Herabadi, 2001; Gutierrez, 2004; Wood, 1998). Previous research demonstrates 
stronger impulse buying tendencies in women than men (Dittmar, 2005). Dittmar, 
et.al, (1995) Lin and Chuang (2005) argue that the level of impulsive buying 
behavior is gender specific. 
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2.9.2 Age 
 
A person‘s thoughts, emotions, and behavior reflect their perceived self and is more 
related to their psychological age rather than their chronological age (Peter & Olson, 
1999).  Older shoppers have probably had more shopping experience and may feel 
better qualified to evaluate purchase alternatives (Kollat & Willett, 1967). 
Understanding the strength of these processes will facilitate the understanding of how 
they relate to impulse buying and how differently, if at all, men and women interpret 
internal and external stimuli.  Ultimately a concrete understanding of how and why 
emotional and cognitive processes occur will add tremendous beneficial knowledge 
about impulsive buying. The research results mainly show that impulsive buying is 
associated with age (Bellenger et al., 1978; Wood, 1998; Gutierrez, 2004). It has 
been argued that shoppers under 35 years of age were more prone to impulse 
buying compared to those over 35 years old. Bellenger et.al. (1978) Wood, (1998) Lin 
and Chuang (2005).  Researchers have found a relationship between age and 
impulsive buying. Impulsive buying tends to increase between the ages 18 to 39, and 
then it declines thereafter (Bellenger & Robertson & Hirshman, 1978; Kacen and Lee, 
2002). An inverse relationship was found between age and impulsive buying. It was 
also found that the relationship is non monotonic. It is at a higher level between age 
18 to 39 and at a lower level thereafter Wood (1998). 
 
2.9.3 Education 
 
It has been found in literature that impulse buying is not associated with education 
(Bratko, et al., 2007; Gutierrez, 2004). However Wood (1998) found a relationship 
with education wherein he posited that education has a significant association with 
education. 
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2.9.4 Occupation 
 
Research results mainly show that impulsive buying is associated with employment 
status (Bassett and Beagan, 2008; Gilboa, 2009)  
2.9.5 Income 
 
Income levels have a great impact on values, behavior, and lifestyles.  There is a 
very strong relationship between college education and income level or purchasing 
power (Peter & Olson, 1999).  Research results mainly show that impulsive buying is 
not associated with income (Bratko et al., 2007; Buendicho, 2003; Tirmizi et al., 2009; 
Gutierrez, 2004). However, Peter & Olson (1999) predict that a very strong 
relationship exist between income and impulse buying. 
2.9.6 Marital status 
Marital status also has an impact.  As the number of years married increases, both 
the quantity and variety of consumption increase (Kollat & Willett, 1967). While men 
may not love the experience of shopping, they get a definite thrill from the experience 
of paying.  Another profligate male behavior is the man almost always pays, 
especially when a man and a woman shop together.  It allows him to feel in charge 
even when he is not Underhill (1999).  Subculture and social class influence how 
people think, feel, and behave relative to their physical, social, and marketing 
environments. Coley (1999) has suggested that couples married for less than 10 
years have the lowest rate of unplanned purchasing. The percentage of unplanned 
purchasing increases regularly as length of marriage increases. 
 
2.9.7 Number of members in the Household:  
Research results mainly show that impulsive buying is associated with the number of 
household members (Miranda & Jegasothy, 2008).  
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2.10 Conclusion 
The literature review brought out the importance of a holistic impulse buying model 
comprising of distinct dimensions. The dimensions should have the affective and the 
cognitive components. The extensive literature review suggested that not much 
emphasis has been given on exhaustively identifying the antecedents of Impulse 
buying. The absence of methodology to measure the impact of affective and 
cognitive processes on impulse buying was surfaced through the literature review.  
The conceptual model of the study depicts the impact of these two factors on each of 
the dimensions of Impulse buying. These gaps were addressed in the scope of this 
study. Impulse buying emanates from affective process which depicts irresistible 
urge to buy, positive buying emotions, mood management, emotional conflict and 
cognitive process which has dimensions like cognitive deliberation, unplanned 
buying and disregard for the future. The study has explored and established that 
affective and cognitive processes act as drivers and play an instrumental role in 
determining impulse buying among consumers.  These gaps are addressed through 
this study.  
 
 
 
 
 
 
 
 
  
PLAN AND PROCEDURE 
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CHAPTER – III 
PLAN AND PROCEDURE 
3.1 Introduction 
The theoretical framework which was developed from literature review comprised of 
the major concept like impulse buying which has two components affective and 
cognitive components. The literature review further identified the relationship 
between the two concepts of affective and cognitive components and its impact on 
impulse buying among consumers. The literature review further identified the 
relationship between affective and cognitive processes on impulse buying among 
consumers which was hypothesized. The study of various factors which influence 
purchase decisions and general purchase behavior was done through literature and 
was hypothesized.  As the research problem, under consideration has already been 
studied in varying degrees both by academia and corporate before, it was construed 
that descriptive research design is best suited for research (Malhotra, 2010). 
3.2 Problem of the Study  
Impulse buying is a pervasive and distinctive aspect of consumers‘ lifestyle and  a 
focal point of considerable research  activity in  marketing; especially in the area of 
consumer behaviour. An impulse purchase or impulse buy is an unplanned decision 
to buy a product or service, made just before a purchase. Impulse purchase has 
been formally defined as, ―a buying action undertaken without a problem previously 
having been consciously recognized or a buying intention formed prior to entering the 
store.‖  There are two main components: Affective and Cognitive components and 
both have a relationship with Impulse buying.  The cognitive aspect encompasses 
―low level of cognitive deliberation‖, ―disregarding the future‖, and ―unplanned 
buying‖. The affective components include ―irresistible urge to buy‖, ―emotional 
conflict‖, ―positive buying emotions‖, and ―mood management‖. With this in mind the 
researcher thought to investigate the following---- 
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1. To assess the relationship between the affective and cognitive components on 
impulse buying among consumers. 
2. To investigate the effect of the affective component on impulse buying among 
consumers. 
3. To study the effect of the cognitive component on impulse buying among 
consumers. 
The problem of the present study thus could be stated as follows: ―Impact of Affective 
and Cognitive processes on Impulse buying of consumers.‖ 
3.3 Objectives 
The objectives of the present study are as follows:  
1. To assess the relationship between the affective and cognitive components on 
impulse buying among consumers. 
2. To investigate the effect of the affective component on impulse buying among 
consumers. 
3. To study the effect of the cognitive component on impulse buying among 
consumers. 
4. To develop a holistic model of impulse buying among consumers. 
5. To study the effects of various demographic segments of customers on 
impulse buying among consumers.  
3.4  Hypotheses 
Keeping in mind the objectives of the study, the researcher had framed nine major 
hypotheses which were subjected to further analysis and tested by various statistical 
methods. These hypotheses are as follows: 
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3.4.1 The Affective Component 
 
The affective dimension reflects irresistible urge to buy, positive buying emotions, 
and mood management and emotional conflict. The first hypothesis assessed the 
relationship between the four affective dimensions and impulse buying. This has 
been hypothesized and is represented by the second hypothesis H1 and its sub 
hypotheses which range from H1a0 to H1d0. They propose the association of the 
independent and the dependent variables.  
 
H10: Affective dimensions such as irresistible urge to buy, emotional conflict, 
positive buying emotions and mood management have no association with 
impulse buying among consumers. 
H1: Affective dimensions such as irresistible urge to buy, emotional conflict, 
positive buying emotions and mood management have association with 
impulse buying among consumers. 
 
H1a0: Consumers‘ irresistible urge to buy has no association with association with 
impulse buying.  
H1a: Consumers‘ irresistible urge to buy have a positive association with impulse 
buying.  
H1b0: Emotional conflict has no association with impulse buying among consumers. 
H1b: Emotional conflict has a positive association with impulse buying among 
consumers. 
H1c0: A positive buying emotion has no association with impulse buying among 
consumers. 
H1c: A positive buying emotion has a positive association with impulse buying among 
consumers. 
H1d0: Mood management has no association with impulse buying among consumers. 
H1d: Mood management has a positive association with impulse buying among 
consumers. 
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3.4.2 The Cognitive Component 
 
The second hypothesis assessed the relationship between the three cognitive 
dimensions and impulse buying. The cognitive dimension reflects cognitive 
deliberation, unplanned buying, and disregard for the future. This has been 
hypothesized and is represented by the second hypothesis H2 and its sub 
hypotheses which range from H2a0 to H2c0. They propose the association of the 
independent and the dependent variables.  
 
H20: Cognitive dimensions such as cognitive deliberation, disregard for the 
future, unplanned buying does not predict impulse buying among consumers. 
H2: Cognitive dimensions such as cognitive deliberation, disregard for the 
future, unplanned buying predicts impulse buying among consumers. 
 
H2a0: Cognitive deliberation among consumers has no association with impulse 
buying.  
H2a: Cognitive deliberation among consumers has a positive association with impulse 
buying.  
H2b0: Disregard for the future has no association with impulse buying among 
consumers. 
H2b: Disregard for the future has a positive association with impulse buying among 
consumers. 
H2c0: Unplanned buying has no association with impulse buying among consumers. 
H2c: Unplanned buying has a positive association with impulse buying among 
consumers. 
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3.4.3 The Affective and Cognitive Components 
 
The relationships between the two components – affective and cognitive and impulse 
buying have been hypothesized and are represented by the third hypothesis H3 and 
its sub hypotheses which range from H3a0 to H3b0.  They proposed the association of 
the independent and the dependent variables.  
 
H30: The affective and the cognitive component have no association with 
impulse buying among consumers. 
H3: The affective and the cognitive component have a positive association with 
impulse buying among consumers 
 
H3a0: Affective component has no association with impulse buying among 
consumers. 
H3a: Affective component has a positive association with impulse buying among 
consumers.  
H3b0: Cognitive component has no association with impulse buying among 
consumers. 
H3b: Cognitive component has a positive association with impulse buying among 
consumers.  
 
3.4.4 The factors affecting Purchase Decision 
 
The fourth hypotheses was framed to assess the relationship between the factors 
affecting purchase decision and impulse buying and are represented by the fourth 
hypothesis H4 and its sub hypotheses which ranges from H40 which ranges from 
H4a0 to H4h0.   
 
H4a0: Price has no association with impulse buying among consumers during 
selection of their brands.  
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H4a1: Price does have a positive association with impulse buying among consumers 
during selection of their brands. 
H4b0: The tendency to purchase the same brand has no association with impulse 
buying among consumers.   
H4b1: The tendency to purchase the same brand does have a positive association 
with impulse buying among consumers.   
H4c0: The preference to purchase a particular brand has no association with impulse 
buying among consumers.   
H4c1: The preference to purchase a particular brand does have a positive association 
with impulse buying among consumers.   
H4d0: The tendency to pick the first brand has no association with impulse buying 
among consumers.   
H4d1: The tendency to pick the first brand does have a positive association with 
impulse buying among consumers.   
H4e0: The tendency to shop a lot for specials (sale/ discounts/offers) has no 
association with impulse buying among consumers.   
H4e1: The tendency to shop a lot for specials (sale/ discounts/offers) does have a 
positive association with impulse buying among consumers.   
H4f0: The inclination to examine a large number of packages before final decision has 
no association with impulse buying among consumers.   
H4f1: The inclination to examine a large number of packages before final decision 
does have a positive association with impulse buying among consumers.   
H4g0: The time spent during in-store search has no association with impulse buying 
among consumers.   
H4g1: The time spent during in-store search does have a positive association with 
impulse buying among consumers.   
H4h0: The consumers‘ perception that advertised brands are better than non 
advertised brands has no association with impulse buying among consumers.   
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H4h1: The consumers‘ perception that advertised brands are better than non 
advertised brands does have a positive association with impulse buying among 
consumers.   
 
3.4.5 General Purchase Behavior 
 
The fifth hypothesis deals with the relationships between the factors relating to 
general purchase behavior and impulse buying. It is represented by the fifth 
hypothesis H5 and its sub hypotheses which ranges from H50 which ranges from 
H5a0 to H5c0.  
 
H5a0: Preference of the time by consumers for shopping has no association with 
impulse buying.  
H5a: Preference of the time by consumers for shopping does not have a positive 
association with impulse buying.  
H5b0: Preference of the day by consumers for shopping has no association with 
impulse buying.  
H5b: Preference of the day by consumers for shopping does have a positive 
association with impulse buying. 
H5c0: Preference of a shopping list by consumers for shopping has no association 
with impulse buying.  
H5c: Preference of a shopping list by consumers for shopping does have a positive 
association with impulse buying. 
 
3.4.6 Self/ Others’ opinion about Impulse Buying 
 
The sixth hypothesis was framed to assess the association between the relationships 
between the Self/Others' Opinion about impulse buying and impulse buying. They are 
represented by represented by the sixth hypothesis H6 and its sub hypotheses which 
ranges from H6a0 to H6b0.  
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H6a0: Considering oneself as an impulse buyer has no significant association with 
impulse buying among consumers.  
H6a: Considering oneself as an impulse buyer has significant association with 
impulse buying among consumers. 
H6b0: Peoples‘ opinion about self as an impulse buyer has no significant association 
with impulse buying among consumers.  
H6b: Peoples‘ opinion about self as an impulse buyer has no significant association 
with impulse buying among consumers.  
 
3.4.7. Purchase through Credit cards 
 
The seventh hypothesis tests the association between the aspect of impulse buying 
on payment through credit cards and the dependent variable impulse buying among 
consumers. 
H70: Payment of purchases through credit card has no association with impulse 
buying. 
H7: Payment of purchases through credit card does have a positive association with 
impulse buying. 
 
3.4.8 The Affective Component and Demographics 
 
The eighth hypothesis deals with the demographic influence on the dimensions of the 
affective component – irresistible urge to buy, emotional conflict, positive buying 
emotions and mood management. Through this hypothesis it may be tested whether 
there is a significant difference among consumers with regard to the above 
dimensions. The relationships between the affective component and impulse buying 
have been hypothesized and are represented by the eighth hypothesis H8 and its 
sub hypotheses which range from H8a0 to H8g0.  
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H80: There is no significant difference across different demographic segments 
(gender, age, education, occupation, income, marital status, size of household) 
and the dimensions of the affective component (irresistible urge to buy, 
emotional conflict, positive buying emotions and mood management) with 
respect to impulse buying among consumers.  
H8: There is significant difference across different demographic segments 
(gender, age, education, occupation, income, marital status, size of household) 
and the dimensions of the affective component (irresistible urge to buy, 
emotional conflict, positive buying emotions and mood management) with 
respect to impulse buying among consumers. 
 
3.4.8.1 Irresistible Urge to buy and Demographics  
 
This hypothesis deals with the demographic influence on the dimensions of the 
affective component – irresistible urge to buy. Through this hypothesis it may be 
tested whether there is a significant difference among consumers with regard to the 
above dimensions. The relationships between the irresistible urge to buy and impulse 
buying have been hypothesized and are represented by the eighth hypothesis H8 
and its sub hypotheses which range from H8a10 to H8g10.  
 
H8a10: There is no significant difference in gender and irresistible urge to buy with 
respect to impulse buying among consumers.  
H8a1: There is significant difference in gender and irresistible urge to buy with respect 
to impulse buying among consumers. 
H8b10: There is no significant difference in age and irresistible urge to buy with 
respect to impulse buying among consumers.  
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H8b1: There is significant difference in age and irresistible urge to buy with respect to 
impulse buying among consumers. 
H8c10: There is no significant difference in education and irresistible urge to buy with 
respect to impulse buying among consumers.  
H8c1: There is significant difference in education and irresistible urge to buy with 
respect to impulse buying among consumers. 
H8d10: There is no significant difference in occupation and irresistible urge to buy with 
respect to impulse buying among consumers.  
H8d1: There is significant difference in occupation and irresistible urge to buy with 
respect to impulse buying among consumers. 
H8e10: There is no significant difference in income and irresistible urge to buy with 
respect to impulse buying among consumers.  
H8e1: There is significant difference in income and irresistible urge to buy with respect 
to impulse buying among consumers. 
H8f10: There is no significant difference in marital status and irresistible urge to buy 
with respect to impulse buying among consumers.  
H8f1: There is significant difference in marital status and irresistible urge to buy with 
respect to impulse buying among consumers. 
H8g10: There is no significant difference in size of the household and irresistible urge 
to buy with respect to impulse buying among consumers.  
H8g1: There is significant difference in size of the household and irresistible urge to 
buy with respect to impulse buying among consumers. 
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3.4.8.2 Emotional conflict and Demographics  
 
This hypothesis deals with the demographic influence on the dimensions of the 
affective component – emotional conflict. Through this hypothesis it may be tested 
whether there is a significant difference among consumers with regard to the above 
dimensions. The relationships between the emotional conflict and impulse buying 
have been hypothesized and are represented by the eighth hypothesis H8 and its 
sub hypotheses which range from H8a20 to H8g20.  
 
H8a20: There is no significant difference in gender and emotional conflict with respect 
to impulse buying among consumers.  
H8a2: There is significant difference in gender and emotional conflict with respect to 
impulse buying among consumers. 
H8b20: There is no significant difference in age and emotional conflict with respect to 
impulse buying among consumers.  
H8b2: There is significant difference in age and emotional conflict with respect to 
impulse buying among consumers. 
H8c20: There is no significant difference in education and emotional conflict with 
respect to impulse buying among consumers.  
H8c2: There is significant difference in education and emotional conflict with respect 
to impulse buying among consumers. 
H8d20: There is no significant difference in occupation and emotional conflict with 
respect to impulse buying among consumers.  
H8d2: There is significant difference in occupation and emotional conflict with respect 
to impulse buying among consumers. 
H8e20: There is no significant difference in income and emotional conflict with respect 
to impulse buying among consumers.  
H8e2: There is significant difference in income and emotional conflict with respect to 
impulse buying among consumers. 
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H8f20: There is no significant difference in marital status and emotional conflict with 
respect to impulse buying among consumers.  
H8f2: There is significant difference in marital status and emotional conflict with 
respect to impulse buying among consumers. 
H8g20: There is no significant difference in size of the household and emotional 
conflict with respect to impulse buying among consumers.  
H8g2: There is significant difference in size of the household and emotional conflict 
with respect to impulse buying among consumers. 
 
3.4.8.3 Positive Buying emotions and Demographics  
 
This hypothesis deals with the demographic influence on the dimensions of the 
affective component – positive buying emotions. Through this hypothesis it may be 
tested whether there is a significant difference among consumers with regard to the 
above dimensions. The relationships between the positive buying emotions and 
impulse buying have been hypothesized and are represented by the eighth 
hypothesis H8 and its sub hypotheses which range from H8a30 to H8g30.  
 
H8a30: There is no significant difference in gender and positive buying emotions with 
respect to impulse buying among consumers.  
H8a3: There is significant difference in gender and positive buying emotions with 
respect to impulse buying among consumers. 
H8b30: There is no significant difference in age and positive buying emotions with 
respect to impulse buying among consumers.  
H8b3: There is significant difference in age and positive buying emotions with respect 
to impulse buying among consumers. 
H8c30: There is no significant difference in education and positive buying emotions 
with respect to impulse buying among consumers.  
H8c3: There is significant difference in education and positive buying emotions with 
respect to impulse buying among consumers. 
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H8d30: There is no significant difference in occupation and positive buying emotions 
with respect to impulse buying among consumers.  
H8d3: There is significant difference in occupation and positive buying emotions with 
respect to impulse buying among consumers. 
H8e30: There is no significant difference in income and positive buying emotions with 
respect to impulse buying among consumers.  
H8e3: There is significant difference in income and positive buying emotions with 
respect to impulse buying among consumers. 
H8f30: There is no significant difference in marital status and positive buying emotions 
with respect to impulse buying among consumers.  
H8f3: There is significant difference in marital status and positive buying emotions 
with respect to impulse buying among consumers. 
H8g30: There is no significant difference in size of the household and positive buying 
emotions with respect to impulse buying among consumers.  
H8g3: There is significant difference in size of the household and positive buying 
emotions with respect to impulse buying among consumers. 
 
3.4.8.4 Mood management and Demographics  
 
This factor primarily refers to the mood regulating function of impulse buying. A major 
motivation behind impulse buying is to relieve negative feeling states such as 
depression or anxiety. This hypothesis deals with the demographic influence on the 
dimensions of the affective component – mood management. Through this 
hypothesis it may be tested whether there is a significant difference among 
consumers with regard to the above dimensions. The relationships between the 
mood management and impulse buying have been hypothesized and are 
represented by the eighth hypothesis H8 and its sub hypotheses which range from 
H8a40 to H8g40.  
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H8a40: There is no significant difference in gender and mood management with 
respect to impulse buying among consumers.  
H8a4: There is significant difference in gender and mood management with respect to 
impulse buying among consumers. 
H8b40: There is no significant difference in age and mood management with respect 
to impulse buying among consumers.  
H8b4: There is significant difference in age and mood management with respect to 
impulse buying among consumers. 
H8c40: There is no significant difference in education and mood management with 
respect to impulse buying among consumers.  
H8c4: There is significant difference in education and mood management with respect 
to impulse buying among consumers. 
H8d40: There is no significant difference in occupation and mood management with 
respect to impulse buying among consumers.  
H8d4: There is significant difference in occupation and mood management with 
respect to impulse buying among consumers. 
H8e40: There is no significant difference in income and mood management with 
respect to impulse buying among consumers.  
H8e4: There is significant difference in income and mood management with respect to 
impulse buying among consumers. 
H8f40: There is no significant difference in marital status and mood management with 
respect to impulse buying among consumers.  
H8f4: There is significant difference in marital status and mood management with 
respect to impulse buying among consumers. 
H8g40: There is no significant difference in size of the household and mood 
management with respect to impulse buying among consumers.  
H8g4: There is significant difference in size of the household and mood management 
with respect to impulse buying among consumers. 
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3.4.9 The Cognitive component and Demographics 
 
The ninth hypothesis deals with the demographic influence on the dimensions of the 
cognitive component – cognitive deliberation, disregard for the future and unplanned 
buying. Through this hypothesis it may be tested whether there is a significant 
difference among consumers with regard to the above dimensions. The relationships 
between the cognitive component and impulse buying have been hypothesized and 
are represented by the ninth hypothesis H9 and its sub hypotheses which range from 
H9a0 to H9g0.  
 
H90: There is no significant difference across different demographic segments 
(gender, age, education, occupation, income, marital status, size of household) 
and the dimensions of the cognitive component (cognitive deliberation, 
disregard for the future and unplanned buying) with respect to impulse buying 
among consumers.  
H9: There is significant difference across different demographic segments 
(gender, age, education, occupation, income, marital status, size of household) 
and the dimensions of the affective component (cognitive deliberation, 
disregard for the future and unplanned buying) with respect to impulse buying 
among consumers. 
 
3.4.9.1 Cognitive deliberation and Demographics 
 
This hypothesis deals with the demographic influence on the dimensions of the 
cognitive component – cognitive deliberation. Through this hypothesis it may be 
tested whether there is a significant difference among consumers with regard to the 
above dimensions. The relationships between the cognitive deliberation and impulse 
buying have been hypothesized and are represented by the ninth hypothesis H9 and 
its sub hypotheses which range from H9a10 to H9g10.  
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H9a10: There is no significant difference in gender and cognitive deliberation with 
respect to impulse buying among consumers.  
H9a1: There is significant difference in gender and cognitive deliberation with respect 
to impulse buying among consumers. 
H9b10: There is no significant difference in age and cognitive deliberation with respect 
to impulse buying among consumers.  
H9b1: There is significant difference in age and cognitive deliberation with respect to 
impulse buying among consumers. 
H8c10: There is no significant difference in education and cognitive deliberation with 
respect to impulse buying among consumers.  
H9c1: There is significant difference in education and cognitive deliberation with 
respect to impulse buying among consumers. 
H9d10: There is no significant difference in occupation and cognitive deliberation with 
respect to impulse buying among consumers.  
H9d1: There is significant difference in occupation and cognitive deliberation with 
respect to impulse buying among consumers. 
H9e10: There is no significant difference in income and cognitive deliberation with 
respect to impulse buying among consumers.  
H9e1: There is significant difference in income and cognitive deliberation with respect 
to impulse buying among consumers. 
H9f10: There is no significant difference in marital status and cognitive deliberation 
with respect to impulse buying among consumers.  
H9f1: There is significant difference in marital status and cognitive deliberation with 
respect to impulse buying among consumers. 
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H9g10: There is no significant difference in size of the household and cognitive 
deliberation with respect to impulse buying among consumers.  
H9g1: There is significant difference in size of the household and cognitive 
deliberation with respect to impulse buying among consumers. 
 
3.4.9.2 Disregard for the Future and Demographics 
 
This hypothesis deals with the demographic influence on the dimensions of the 
cognitive component –disregard for the future. Through this hypothesis it may be 
tested whether there is a significant difference among consumers with regard to the 
above dimensions. The relationships between the cognitive component and impulse 
buying have been hypothesized and are represented by the ninth hypothesis H9 and 
its sub hypotheses which range from H9a20 to H9g20.  
 
H9a20: There is no significant difference in gender and disregard for the future with 
respect to impulse buying among consumers.  
H9a2: There is significant difference in gender and disregard for the future with 
respect to impulse buying among consumers. 
H9b20: There is no significant difference in age and disregard for the future with 
respect to impulse buying among consumers.  
H9b2: There is significant difference in age and disregard for the future with respect to 
impulse buying among consumers. 
H9c20: There is no significant difference in education and disregard for the future with 
respect to impulse buying among consumers.  
H9c2: There is significant difference in education and disregard for the future with 
respect to impulse buying among consumers. 
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H9d20: There is no significant difference in occupation and disregard for the future 
with respect to impulse buying among consumers.  
H9d2: There is significant difference in occupation and disregard for the future with 
respect to impulse buying among consumers. 
H9e20: There is no significant difference in income and disregard for the future with 
respect to impulse buying among consumers.  
H9e2: There is significant difference in income and disregard for the future with 
respect to impulse buying among consumers. 
H9f20: There is no significant difference in marital status and disregard for the future 
with respect to impulse buying among consumers.  
H9f2: There is significant difference in marital status and disregard for the future with 
respect to impulse buying among consumers. 
H9g20: There is no significant difference in size of the household and disregard for the 
future with respect to impulse buying among consumers.  
H9g2: There is significant difference in size of the household and disregard for the 
future with respect to impulse buying among consumers. 
 
3.4.9.3 Unplanned Buying and Demographics 
 
This hypothesis deals with the demographic influence on the dimensions of the 
cognitive component viz: unplanned buying. Through this hypothesis it may be tested 
whether there is a significant difference among consumers with regard to the above 
dimensions. The relationships between the cognitive component and impulse buying 
have been hypothesized and are represented by the ninth hypothesis H9 and its sub 
hypotheses which range from H9a30 to H9g30.  
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H9a30: There is no significant difference in gender and unplanned buying with respect 
to impulse buying among consumers  
H9a3: There is significant difference in gender and unplanned buying with respect to 
impulse buying among consumers. 
H9b30: There is no significant difference in age and unplanned buying with respect to 
impulse buying among consumers.  
H9b3: There is significant difference in age and unplanned buying with respect to 
impulse buying among consumers. 
H8c30: There is no significant difference in education and unplanned buying with 
respect to impulse buying among consumers.  
H9c3: There is significant difference in education and unplanned buying with respect 
to impulse buying among consumers. 
H9d30: There is no significant difference in occupation and unplanned buying with 
respect to impulse buying among consumers.  
H9d3: There is significant difference in occupation and unplanned buying with respect 
to impulse buying among consumers. 
H9e30: There is no significant difference in income and unplanned buying with respect 
to impulse buying among consumers.  
H9e3: There is significant difference in income and unplanned buying with respect to 
impulse buying among consumers. 
H9f30: There is no significant difference in marital status and unplanned buying with 
respect to impulse buying among consumers.  
H9f3: There is significant difference in marital status and unplanned buying with 
respect to impulse buying among consumers. 
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H9g30: There is no significant difference in size of the household and unplanned 
buying with respect to impulse buying among consumers.  
H9g3: There is significant difference in size of the household and unplanned buying 
with respect to impulse buying among consumers. 
3.5 Variables Of The Study 
(A)  Independent variables 
1. Affective Component 
a. Irresistible urge to buy 
b. Emotional conflict 
c. Positive buying emotions  
d. Mood management 
2. Cognitive Component 
a. Cognitive deliberation 
b. Disregard for the future  
c. Unplanned buying 
3. Demographic variables  
a. Gender  
i. Male  
ii. Female 
b. Age: Classified into two categories namely 
i. 21 – 40  
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ii. 41 – 60 
c. Education: Studied at four levels namely 
i. Did not complete schooling 
ii. Completed schooling 
iii. Completed graduation 
iv. Completed post-graduation 
d. Income: It has been classified into five levels: 
i. Up to Rs. 3, 00,000 
ii. Between Rs. 3, 00,001 - Rs. 5, 00,000 
iii. Between Rs. 5, 00,001 – Rs. 10, 00,000 
iv. Between Rs. 10, 00,001 – Rs. 15, 00,000 
v. Above Rs. 15, 00,000 
e. Marital Status: This has been studied at two levels 
i. Married  
ii. Unmarried 
f. Size of the household: This has been studied at four levels 
i. Up to 2 members 
ii. 3 – 5 members 
iii. 6 – 8 members 
iv. More than 8 members 
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(B) Dependent variable: 
a. Impulse buying 
3.6 Research Design 
A research design is a framework for conducting the marketing research (Malhotra & 
Dash, 2000). The study undertook the design of descriptive research and developed 
the theoretical framework and qualitative research procedures. In – depth interviews 
and focus group discussions were conducted with some customers and the some of 
the dimensions and their items were finalized. The qualitative research was 
conducted strictly to aid in the scale development. A questionnaire was developed for 
various factors influencing purchase decisions and also to assess some general 
purchase behavior. The scale for impulse buying was adapted and used from Younn 
(2000). The data was collected from customers taken across all income and 
education and occupation levels and major two age categories (20 -40 and 41 – 60) 
by convenient sampling. Later, the questionnaires were numbered and the variables 
were coded. The data collected was entered into an SPSS file. SPSS 12 version was 
used to analyze the data. MS Excel was used to draw graphs.  
3.7 Scale Development 
The scale development used in the study was based on Churchill‘s (1979) paradigm 
and subsequent scaling literature (DeVellis, 1991; Netemeyer et al, 2003). The first 
step was to define the constructs of the study which were impulse buying, factors 
influencing purchase decisions and general purchase behavior by identifying the 
dimensions which formulate these constructs. A pool of items were generated which 
measured the dimensions under the study. These items were later subjected to an 
expert panel which led to the pruning of the number of items in the scale. In the 
second stage, pilot studies were conducted for the entire impulse buying scale and 
other scales. In the third stage, as suggested by Churchill (1979), Cronbach‘s Alpha 
and exploratory factor analysis was used to check the reliability and validity of the 
data. The reliability and validity tests are reported later in this chapter.  
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3.7.1 Impulse Buying Scale 
The scale for the measurement of impulse buying is based on a study of impulse 
buying and was adapted from literature (Rook and Fisher (195); Coley (2002);   
Younn, 2000). The dimensions and variables which measure the Impulse buying 
have been discussed earlier in this chapter. The suitability of the scale was checked 
preliminarily by conducting a focus group discussion. The participants of the focus 
group discussion represented customers from different segments so as to 
understand their impulse buying behavior. The scale was adapted as findings of the 
focus group discussion revealed some interesting insights about the scale. Construct 
validity was confirmed by using the exploratory factor analysis. Scale reliability was 
confirmed through the measurement of Coefficient Alpha (Cronbach, 1951). The 
scale was tested further for reliability and validity by conducting a pilot study on a 
sample of 153 respondents. Since the results were favorable, it was decided to adapt 
the scale for this study.  
3.7.2 Purchase decisions and General Purchase behaviour 
The factors influencing purchase decisions was identified from the earlier work cited 
by Cobb and Hoyer (1986). Many of the statements used have been taken from 
Wells and Tigert (1971). Cobb and Hoyer (1986) have discussed these variables as 
decision task variables. Decision task variables refer to aspects which help to define 
the choice context. Included in this group are such factors as importance of the 
choice, frequency of purchase and time taken for in – store search. Also included 
were certain variables wherein impulse purchasers were expected to shop for 
specials, be influenced by mood states, consider store barns and generic brands in 
their evoked set and be influenced by advertising.  
The general shopping behavior includes such variables as days of the week, 
presence of a shopping list, time of shopping and shopping with a credit card. It also 
included variables like whether people thought themselves to be impulse purchasers 
and also if they thought themselves to be impulse purchasers. On the basis of 
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previous research by Kollat and Willet (1967), it was expected that impulse 
purchasing would more likely occur any time and day of the week and in the absence 
of a shopping list, with credit card.  
3.8 Final Questionnaire Scale Design  
The questionnaires had five different sections. Part I addressed the respondent and 
provided a brief on the study and explained the scale. The first section was allocated 
to the collection of demographic data of the respondents. The second section which 
included the Impulse buying behavior questionnaire consisted of a five point Likert 
scale where a rating of 1 meant that the respondent strongly disagreed with the 
statement and 5 meant that the respondent Strongly Agreed with the statement. The 
ratings in between ranged from somewhat disagree, neither agree nor disagree, 
somewhat agree with the statement. The third section dealt with the frequency of 
Purchase for Specific Products in which the respondent was required to indicate the 
frequency of their purchase for the listed products. The frequency of purchase ranged 
from never bought to buying in a year followed by seasonal buying to monthly and 
lastly to weekly purchases of the listed products. These products were selected on 
the basis of the literature review. The fourth section dealt with certain factors affecting 
purchase decision. This was also a five point Likert Scale wherein the respondents 
were asked to indicate the factor that influences their purchase decision. The scale 
ranged 1 – 5 which suggested that an indication of 1 by the respondent meant that 
that particular purchase factor influences his/her purchase decision to a very slight 
extent and an indication of 5 meant that to the purchase factor influences the 
respondent‘s a very large extent. The other ratings in between ranged from to a slight 
extent, to some extent, to a large extent. Lastly, the fifth section consisted of certain 
statements relating to general purchase behaviour.   
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3.8.1 Impulse Buying: Dimensions and Statements  
 
The respondents were asked to respond to each of the statements as strongly 
disagreed, somewhat disagree, neither agree nor disagree, somewhat agree and 
strongly Agreed with the statement on a scale of 1-5. The statements pertaining to 
the dimension of Cognitive deliberation was reverse scored.  
 
3.8.1.1 Affective Dimensions 
 
3.8.1.1.1 Irresistible Urge to Buy 
1. The urge to buy something  
2. Experience a helpless feeling when I see something attractive. 
3. Feel the desire to buy an item as quickly as possible. 
4. Difficulty in getting control over buying impulses. 
5. Can‘t help but buy an attractive item 
 
3.8.1.1.2 Positive Buying Emotion 
1. Buying things gives me a sense of joy 
2. Enjoy the sensation of buying products impulsively 
3. Sense of thrill when I buy impulsively 
4. Delighted, amused and enthusiastic 
 
3.8.1.1.3 Mood Management 
1.  Buy something in order to make myself feel better 
2. Buy things on an impulse when I am upset 
3. Buying is a way of reducing stress 
4. When I'm feeling down I go and buy something impulsively. 
5. I buy a product to change my mood 
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3.8.1.1.4 Emotional Conflict 
1. Regret buying things on an impulse 
2. Feel sorry about buying on an impulse 
3. Find myself in a state of tension 
4. Experience emotional conflict when buying impulsively 
5. Experience mixed feeling of pleasure and guilt 
 
3.8.1.2 Cognitive Dimensions 
 
3.8.1.2.1 Cognitive Deliberation 
1. Think about alternatives a great deal 
2. I think about the consequences before I buy it 
3. I am likely to be slow and reflective than to be quick and careless 
4. I am a very cautious shopper 
5. I take time to consider and weigh all options 
 
3.8.1.2.2 Unplanned Buying 
1. Buy things even though I can't afford them 
2. Spend money as soon as I earn it 
3. Buy product I don't need, knowing I have very little money left 
 
3.8.1.2.3 Disregard for the future 
1. Buy things I had not intended to purchase 
2. Make unplanned purchases 
 
3.8.2 Frequency of Purchase for Products  
 
The respondents were asked to indicate their frequency of Purchase for Specific 
Products in which the respondent was required to indicate the frequency of their 
purchase for the listed products. The frequency of purchase ranged from never 
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bought to buying in a year followed by seasonal buying to monthly and lastly to 
weekly purchases of the listed products. These products were selected on the basis 
of the literature review. The products chosen were Clothes(e.g. t-shirts, 
trousers/jeans, evening wear, dressing gowns), Food Items, Electronics, Footwear, 
Body Care Items (eg: shampoo, lotion), Toys, Books, magazines & newspapers, 
Jewelry, Sports Goods, Entertainment Media (eg: Movies/Music CDs or DVDs), 
Cosmetics, Kitchen Items (eg: knives, pans).  
 
3.8.3 Factors influencing purchase decisions  
 
The fourth section dealt with certain factors affecting purchase decision. This was 
also a five point Likert Scale wherein the respondents were asked to indicate the 
factor that influences their purchase decision. The scale ranged 1 – 5 which 
suggested that an indication of 1 by the respondent meant that that particular 
purchase factor influences his/her purchase decision to a very slight extent and an 
indication of 5 meant that to the purchase factor influences the respondent‘s a very 
large extent. The other ratings in between ranged from to a slight extent, to some 
extent, to a large extent. The factors identified were the following: 
 
1. Consider price as a major reason for my brand Selection 
2. Tend to buy the same brand 
3. Particular brand only 
4. Pick the first brand 
5. Shop a lot for specials 
6. See a large number of packages 
7. Spend time in location of my brand 
8. Advertised brands are better than non - advertised brands 
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3.8.4 General purchase behavior  
 
The respondents were asked questions pertaining to their general purchase 
behavior.  The statements asked related to the following parameters. 
1. Any particular time of the day they usually preferred shopping. 
2. Any particular day of the week that they preferred for shopping 
3. Did they go for shopping always with a shopping list?  
4. Consideration of self as an impulse buyer 
5. Others' opinion of self as an impulse buyer 
6. Payment made through credit card hence they tend to impulse purchase. 
 
3.9 Pretesting and Validation 
 
Pretest of the questionnaires in a controlled setting was done to ascertain the 
duration for filling of the questionnaires and to understand whether the statements in 
the questionnaire were comprehensible by the average respondents. From the 
pretesting it was concluded that the entire scale would take about 20 – 25 minutes to 
complete. There were no issues on the comprehensibility of the scale.  
 
3.10 Sampling Plan 
 
The sample for the present study was chosen using the method of convenience 
sampling. A total of 920 consumers employed in various sectors with varying income 
levels and education levels were contacted for the study. Total of 798 consumers 
actually took part in the survey out of which data pertaining to 61 consumers were 
discarded due to insufficient or incorrect information provided. Finally a total of 737 
responses were found to be correct which have been used for this study. The sample 
size was considered robust by Nunnelly (1978) as cited by Hinkin (1985).The details 
of the sample are explained in Table 1 which indicates the details regarding the 
number of males and females that participated in the study. Out of a total of 737 the 
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number of males and females that participated in this research study was 385 
(52.2%) and 352 (47.8%) respectively. This has been depicted by means of a Pie 
diagram in Figure 1. 
 
Table 1: Distribution of the sample as per gender and income 
Age Groups Male Female Total 
Income 20-40 41-60 20-40 41-60   
Up to 3 Lac 52 31 37 33 153 
3.1-5 Lac 47 32 38 31 148 
5.1-10 Lac 57 35 37 41 170 
10.1-15 Lac 33 31 36 34 134 
Above 15.1  32 35 34 31 132 
Total 221 164 182 170 737 
 
The sample in the present study consisted of 737 respondents out of which 48 % 
were females and 52 % were males, also 55 % were in the age group of 21 - 40 while 
45 % were in the age group of 41 – 60. The present sample consisted of 48 % of 
individuals who were graduates, while 39 % of them had completed post graduation. 
68 % of the respondents were in service. The present study has 23 % respondents 
who were earning Between INR 5, 00,000 – 10, 00,000 while 21 % were earning less 
than INR 3, 00, 000. 71 % of the respondents were married in the present study. The 
study also looked at the number of members in the household where it was found 
that 74 % of respondents had 3 – 5 members in their household. 
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Graph 1: Sample Composition 
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3.11 Reliability and Validity of Scales  
Reliability refers to the extent to which a scale produces consistent results if repeated 
measurements are made. Reliability is assessed by determining the proportion of 
systematic variation in a scale. Reliability refers to the extent to which a scale 
produces consistent results if repeated measurements are made (Malhotra and 
Dash,2009). The reliability of a measure is the ability of the measure to produce 
consistent results when the scale entities are measured under similar conditions. 
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(Malhotra and Dash, 2009). The reliability of the scale was measured through the 
administering Cronbach‘s alpha test.  
The validity of a scale may be defined as the extent to which differences in observed 
scale scores reflect true differences among objects on the characteristic being 
measured, rather than systematic or random error.  
Validity is measuring the content effectiveness of the scale.  The advantage of using 
an existing hypothetical construct rather than developing one, are that the validity of 
the measure is likely to have been tested (Kevin, 1992) and one can compare the 
results using the same construct for unique Indian and sector specific contexts.  
Validity of the scale is measured through factor analysis. 
 
3.11.1 Impulse Buying Scale - Affective and Cognitive dimensions 
A scale developed by Seomi Younn (2000) was used to measure the impact of 
affective and cognitive dimension on Impulse buying with respect to impulse buying. 
The Reliability of the Scale was assessed through Cronbach‘s Alpha (Churchill, 
1979). The impulse buying scale showed a reliability score of Cronbach‘s Alpha at 
0.862 which indicates satisfactory reliability of the measure used. (Malhotra and 
Dash, 2009). 
3.11.2 Purchase Decisions Scale.  
As suggested by Churchill (1979) and Netemeyer (2003) a list of items were pooled 
from literature which explains the factors influencing purchase decisions after an 
extensive review of literature. A scale was developed to measure the various factors 
affecting purchase decisions. The Scale measuring the factors affecting purchase 
decisions showed a reliability score of Cronbach‘a Alpha 0.692 which indicates a high 
reliability of the measure used.  
The scale relating to impulse buying and also factors affecting purchase decisions 
and general purchase behavior is enclosed in Appendix B.  
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3.11.3 Construct Validity 
The construct validity refers to whether a theoretical construct measures what it is 
meant to measure. Thus the construct validity of the scale was established. The 
construct validity of the scale was established using Exploratory Factor Analysis  
3.11.4 Face Validity 
The scale was subjected to a test of ―face validity‖ by taking the opinion of marketing 
experts and academicians who supported and endorsed the theoretical logic behind 
the scale and its ability to measure the proposed theoretical framework. 
3.11.5 The Kaiser Meyer Olkin (KMO) Test for Sampling Adequacy 
The Kaiser- Meyer- Olkin (KMO) Test was used for measuring sampling adequacy. 
The KMO statistic varies between 0 and 1. A value close to 1 indicates that patterns 
of correlations are relatively compact and therefore, the factor analysis should yield 
distinct and reliable factors.  
Table 1a: Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 
  
 
Measure 
Test Result 
 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 
0.895 
   
 
The KMO statistic varies between 0 and 1. A value of 0 indicates that the sum of 
partial correlations is large relative to the sum of correlations, indicating pattern in the 
diffusion of correlations (hence factor analysis is likely to be inappropriate). A value 
close to 1 indicates that patterns of correlations are relatively compact and so factor 
analysis should yield distinct and reliable factors (Field, 2000).  The KMO statistic for 
the sample is 0.816 which is considered ―great‖ (Kaiser (1974, Field, 2000) and one 
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may construe that it is appropriate to conduct factor analysis on this sample, which 
will yield distinct and reliable factors.  
3.12 Statistical Analysis Techniques 
Suitable statistical analysis tools were used to analyse the data. Depending on the 
nature of the variables and the objectives of the study, univariate, bivariate and 
multivariate analyses were used. 
3.12.1 Univariate Analysis 
Univariate analysis refers to the analyses in which there is a single variable. In this 
study, univariate analyses were used for identifying the descriptive characteristics of 
the data. The categories of consumers, age, gender, occupation, education and 
income level of respondents were identified by using univariate analyses on data. 
3.12.2 Bivariate Analysis 
Bivariate analysis involves the simultaneous analysis of two variables where the 
intention is to study the relationship between two variables. Correlation and ANOVA 
(Analysis of Variance) and T Tests are the bivariate analyses which were sued in this 
study. Correlation measures whether two variables are varying together or not. In this 
study, correlation was used to test the sub hypotheses of H1 – H7 where the positive 
association between the independent and dependent variable were tested. ANOVA 
and T - Tests were used to test whether there is significant difference across different 
demographic segments. ANOVA is used to compare the means of more than two 
samples. In this study and T Tests and ANOVA was used to test the hypotheses H8 
and H9. These hypotheses tested whether there is significant difference across 
different demographic segments for both affective and the cognitive processes.  
3.12.2.1. Correlation is a bivariate measure of association (strength) of the 
relationship between two variables. It varies from 0 (random relationship) to 1 (perfect 
linear relationship) or -1 (perfect negative linear relationship). It is usually reported in 
terms of its square (r2), interpreted as percent of variance explained. For instance, if 
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r2 is .25, then the independent variable is said to explain 25% of the variance in the 
dependent variable. In SPSS, select Analyze, Correlate, Bivariate; check Pearson. 
There are several common pitfalls in using correlation. Correlation is symmetrical, not 
providing evidence of which way causation flows. If other variables also cause the 
dependent variable, then any covariance they share with the given independent 
variable in a correlation may be falsely attributed to that independent. Also, to the 
extent that there is a nonlinear relationship between the two variables being 
correlated, correlation will understate the relationship. Correlation will also be 
attenuated to the extent there is measurement error, including use of sub-interval 
data or artificial truncation of the range of the data. Correlation can also be a 
misleading average if the relationship varies depending on the value of the 
independent variable ("lack of homoscedasticity"). And, of course, a theoretical or 
post-hoc running of many correlations runs the risk that 5% of the coefficients may be 
found significant by chance alone.  Pearson's r: This is the usual measure of 
correlation, sometimes called product-moment correlation. Pearson's r is a measure 
of association which varies from -1 to +1, with 0 indicating no relationship (random 
pairing of values) and 1 indicating perfect relationship, taking the form, "The more the 
x, the more the y, and vice versa." A value of -1 is a perfect negative relationship, 
taking the form "The more the x, the less the y, and vice versa. ―Independent 
variables with a single dependent variable‖.  
Source: (http://faculty.chass.ncsu.edu) 
3.12.2.2. Analysis of Variance 
Analysis of variance (ANOVA) is used to uncover the main and interaction effects of 
categorical independent variables (called "factors") on an interval dependent variable. 
A "main effect" is the direct effect of an independent variable on the dependent 
variable. An "interaction effect" is the joint effect of two or more independent 
variables on the dependent variable. Whereas regression models cannot handle 
interaction unless explicit crossproduct interaction terms are added, ANOVA 
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uncovers interaction effects on a built-in basis. The key statistic in ANOVA is the F-
test of difference of group means, testing if the means of the groups formed by 
values of the independent variable (or combinations of values for multiple 
independent variables) are different enough not to have occurred by chance. If the 
group means do not differ significantly then it is inferred that the independent 
variable(s) did not have an effect on the dependent variable. If the F test shows that 
overall the independent variable(s) is (are) related to the dependent variable, then 
multiple comparison tests of significance are used to explore just which values of the 
independent(s) have the most to do with the relationship.  
Source: (http://faculty.chass.ncsu.edu) 
3.12.2.3. T tests 
The t-test is appropriate when you have a single interval dependent and a 
dichotomous independent, and wish to test the difference of means (for example, test 
mean differences between samples of men and women). The t-test may be used to 
compare the means of a criterion variable for two independent samples or for two 
dependent samples (ex., before-after studies, matched-pairs studies), or between a 
sample mean and a known mean (one-sample t-test). 
Source: (http://faculty.chass.ncsu.edu) 
3.12.3 Multivariate Analysis 
Multivariate analyses are used when there are more than one independent or 
dependent variables. In this study, the multivariate analyses used were factor 
analysis, multiple regressions and Cluster analysis.  
3.12.3.1 Factor analysis is a multivariate technique for identifying whether the 
correlation between a set of observed variables stem from their relationship to one or 
more latent variables in the data, each of which takes the form of a linear model. In 
this study, factor analysis was used to test the construct validity of the Impulse buying 
117 
 
Scale. Factor analysis is used to uncover the latent structure (dimensions) of a set of 
variables. It reduces attribute space from a larger number of variables to a smaller 
number of factors and as such is a "non-dependent" procedure (that is, it does not 
assume a dependent variable is specified). Factor analysis could be used for any of 
the following purposes:  
1. To reduce a large number of variables to a smaller number of factors for 
modeling purposes, where the large number of variables precludes modeling 
all the measures individually. As such, factor analysis is integrated in structural 
equation modeling (SEM), helping confirm the latent variables modeled by 
SEM. However, factor analysis can be and is often used on a stand-alone 
basis for similar purposes. 
2. To establish that multiple tests measure the same factor, thereby giving 
justification for administering fewer tests. Factor analysis originated a century 
ago with Charles Spearman's attempts to show that a wide variety of mental 
tests could be explained by a single underlying intelligence factor (a notion 
now rejected, by the way). 
3. To validate a scale or index by demonstrating that its constituent items load on 
the same factor, and to drop proposed scale items which cross-load on more 
than one factor.  
4. To select a subset of variables from a larger set, based on which original 
variables have the highest correlations with the principal component factors. 
5. To create a set of factors to be treated as uncorrelated variables as one 
approach to handling multi-collinearity in such procedures as multiple 
regression  
6. To identify clusters of cases and/or outliers. 
Factor analysis is part of the general linear model (GLM) family of procedures and 
makes many of the same assumptions as multiple regressions: linear relationships, 
interval or near-interval data, un-truncated variables, proper specification (relevant 
variables included, extraneous ones excluded), lack of high multi-collinearity, and 
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multivariate normality for purposes of significance testing. Factor analysis generates 
a table in which the rows are the observed raw indicator variables and the columns 
are the factors or latent variables which explain as much of the variance in these 
variables as possible. The cells in this table are factor loadings, and the meaning of 
the factors must be induced from seeing which variables are most heavily loaded on 
which factors. This inferential labeling process can be fraught with subjectivity as 
diverse researchers impute different labels.  
There are several different types of factor analysis, with the most common being 
principal components analysis (PCA), which is preferred for purposes of data 
reduction. However, common factor analysis is preferred for purposes of causal 
analysis and for confirmatory factor analysis in structural equation modeling, among 
other settings..  
Source: (http://faculty.chass.ncsu.edu) 
3.12.3.2 Multiple regression, a time-honored technique going back to Pearson's 
1908 use of it, is employed to account for (predict) the variance in an interval 
dependent, based on linear combinations of interval, dichotomous, or dummy 
independent variables. Multiple regression can establish that a set of independent 
variables explains a proportion of the variance in a dependent variable at a significant 
level (through a significance test of R2), and can establish the relative predictive 
importance of the independent variables (by comparing beta weights). Power terms 
can be added as independent variables to explore curvilinear effects. Cross-product 
terms can be added as independent variables to explore interaction effects. One can 
test the significance of difference of two R2's to determine if adding an independent 
variable to the model helps significantly. Using hierarchical regression, one can see 
how most variance in the dependent can be explained by one or a set of new 
independent variables, over and above that explained by an earlier set. Of course, 
the estimates (b coefficients and constant) can be used to construct a prediction 
equation and generate predicted scores on a variable for further analysis.  
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The multiple regression equation takes the form y = b1x1 + b2x2 + ... + bnxn + c. The 
b's are the regression coefficients, representing the amount the dependent variable y 
changes when the corresponding independent changes 1 unit. The c is the constant, 
where the regression line intercepts the y axis, representing the amount the 
dependent y will be when all the independent variables are 0. The standardized 
versions of the b coefficients are the beta weights, and the ratio of the beta 
coefficients is the ratio of the relative predictive power of the independent variables. 
Associated with multiple regressions is R2, multiple correlation, which is the percent 
of variance in the dependent variable explained collectively by all of the independent 
variables.  
Multiple regression shares all the assumptions of correlation: linearity of 
relationships, the same level of relationship throughout the range of the independent 
variable ("homoscedasticity"), interval or near-interval data, absence of outliers, and 
data whose range is not truncated. In addition, it is important that the model being 
tested is correctly specified. The exclusion of important causal variables or the 
inclusion of extraneous variables can change markedly the beta weights and hence 
the interpretation of the importance of the independent variables.  
Source: (http://faculty.chass.ncsu.edu) 
Multiple regressions is an extension of simple regression in which an outcome is 
predicted by a linear combination of two or more predictor variables. In our study, 
hypotheses H1, H2 and H3 were tested using multiple regressions. This test is 
included under multivariate analysis here as it measures the effect of more than one 
independent variable on the dependent variable.  
3.12.3.3 Cluster analysis, also called segmentation analysis or taxonomy analysis, 
seeks to identify homogeneous subgroups of cases in a population. This analysis 
was conducted to bring out a set of homogenous group of respondents who were 
similar in impulse buying behavior. Cluster analysis, also called segmentation 
analysis or taxonomy analysis, seeks to identify homogeneous subgroups of cases in 
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a population. That is, cluster analysis is used when the researcher does not know the 
number of groups in advance but wishes to establish groups and then analyze group 
membership. Cluster analysis implements this by seeking to identify a set of groups 
which both minimize within-group variation and maximize between-group variation. 
Later, group id values may be saved as a case variable and used in other procedures 
such as cross- tabulation.  
Other techniques, such as and Q-mode factor analysis, multidimensional scaling, and 
latent class analysis also perform clustering and are discussed separately.  
SPSS offers three general approaches to cluster analysis:  
1. Hierarchical clustering allows users to select a definition of distance, then 
select a linking method for forming clusters, then determine how many clusters 
best suit the data. Hierarchical clustering generates representation of clusters 
in icicle plots and dendograms.  
2. K-means clustering has the researcher specify the number of clusters in 
advance, then the algorithm calculates how to assign cases to the K clusters. 
K-means clustering is much less computer-intensive and is therefore 
sometimes preferred when datasets are large (ex., > 1,000). K-means 
clustering generates an ANOVA table showing mean-square error.  
3. Two-step clustering creates pre-clusters, then it clusters the pre-clusters using 
hierarchical methods. Two step clustering handles very large datasets, is the 
method chosen when data are categorical (it supports continuous variables 
also), and has the largest array of output options, including variable 
importance plots.  
Source: (http://faculty.chass.ncsu.edu) 
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3.13  Ethical Consideration 
Ethical consideration involving issues of harm, consent, deception, privacy and the 
confidentiality of data were recognized. While collecting data, the respondents were 
briefed on the intention of the study and its purpose as an academic study. No 
participant was coerced to answer questions which they were not comfortable for 
answering. In keeping with the ethical guidelines, the respondents‘ individual names 
and address were not used in the study. 
No respondent was forced to answer questions which he was not comfortable 
answering. In principle anonymity and confidentiality was offered to all the 
participants of the research. Giving participants the opportunity to remain anonymous 
assured them that they will not be identified with any of the opinions expressed, this 
certainly contributed to higher response rate and honesty of responses. 
Confidentiality provides protection to participants by ensuring that sensitive 
information is not disclosed and the research data cannot be traced to the individual 
or organization providing it. (Collis and Hussey, 2009). They were requested to share 
their visiting cards but in case they wished to remain anonymous they were not 
pressurized.  In keeping with the ethical guidelines, the participants‘ individual 
names, addresses and specific name of the bank employed were not used in the 
study. 
 
The researcher took care to ensure anonymity, confidentiality, informed consent and 
dignity of the respondents who participated in the survey with an aim to uphold high 
standards of ethical considerations. 
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Figure 6: Diagrammatic Representation of the Research Process 
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CHAPTER – IV 
DATA ANALYSIS AND INTERPRETATION 
4.1 Introduction 
In the Introductory chapter a section dealt with the Theoretical Framework wherein it 
was concluded that the study dealt with the respondents viz; consumers drawn 
across various income levels to test the theoretical model based on the impact of the 
affective and cognitive dimensions on impulse buying among consumers  
This chapter unfolds with the results of the statistical analysis and its implications in 
light of the hypotheses formulated by the researcher. The first section comprises of 
descriptive statistics reflecting the characteristics of the sample. The internal 
consistency and reliability of items used in the scale are also discussed. This is 
followed by the testing of hypotheses and the data is further subjected to diagnostic 
analysis through multivariate techniques which are used to capture the underlying 
characteristics of the data. Standard SPSS version 16.0 software was used for 
analyzing the data. SPSS 16.0 is useful versatile software that provides descriptive 
analysis for each variable on the scale and inferential statistics for inter-item co-
relations and co-variances, reliability estimates amongst others. The chapter unfolds 
with the response rate to the survey and demographic information about the 
respondents of the study. The chapter concludes with a final analysis and summary 
of results. 
4.2 Impulse Buying Scale – Factor Analysis 
The data was subjected to Exploratory Factor analysis, with the Principal Component 
analysis extraction method and the Rotation method used was Varimax with Kaiser 
Normalization. This was done for both the dimensions subsequently. Factor Analysis 
was used for data reduction and summarization.  
Communality is the amount of variance a variable shares with all other variables 
being considered. This is also the proportion of variance explained by the common 
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factors. Communality may be interpreted as the reliability of the indicator. When an 
indicator variable has a low communality, the factor model is not working well for that 
indicator and possibly it should be removed from the model. Low communalities 
across the set of variables indicate that the variables are little related to each other.  
 
Eigen-value for a given factor measures the variance in all the variables which is 
accounted for by the factor. The ratio of Eigen – values is the ratio of explanatory 
importance of the factors with respect to the variables. If a factor has low Eigen –
value, then it is contributing little to the explanation of variances in the variables. It 
measures the variation in the total sample accounted for by each factor.  
 
Factor loadings are also called component loadings in Principal Component Analysis. 
The factor loadings above 0.6 are called ‗high‘ and those below 0.4 are low. (Hair et 
al, 1998)  
 
Factor Analysis for the Impulse buying scale was carried out. 
 
4.2.1 Reliability and Validity - Impulse Buying Scale: Affective Dimension 
The data was subjected to Factor Analysis, with the Principal Component Analysis 
extraction method and the Rotation Method used was Varimax with Kaiser 
Normalization. Four factors were extracted viz; Irresistible urge to buy, Emotional 
Conflict, Positive Buying Emotions, Mood Management. These together explain of 
the total variance.  
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Table 2: Reliability and Validity statistics - Irresistible urge to buy 
Eigen Value        5.516 
Total Variance Explained 29.030 
Cronbach's Alpha 0.741 
Variables Factor Loading 
Urge to buy something  0.606 
Feel the desire to buy as quickly as possible 0.642 
Difficulty getting control of my buying impulses 0.636 
Can't help but buy an attractive item 0.694 
Experience helpless feeling when I see something 
attractive 0.684 
 
Factor 1 referred as ―Irresistible urge to buy‖ which consists of five variables and 
explains 29% of the variance. All the variables have factor loadings above 0.60 which 
is acceptable (Field, 2001). Further, this factor has a reliability score of Cronbach‘s 
Alpha at 0.741 which indicates a good reliability for this measure (Field, 2000).  
Table 3: Reliability and Validity statistics – Emotional Conflict 
Eigen Value        2.180 
Total Variance Explained 11.472 
Cronbach's Alpha 0.701 
Variables Factor Loading 
Regret buying things on an impulse 0.673 
Feel sorry about buying on an impulse 0.641 
Find myself in a state of tension 0.663 
Experience emotional conflict when 
buying impulsively 0.619 
Experience mixed feeling of pleasure 
and guilt  0.663 
 
The second factor which is referred as ―Emotional conflict‖ explained 11% of the 
variance and consisted of five items like regret on buying things on an impulse, 
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finding oneself in always a state of tension, experiencing emotional conflict when 
buying impulsively, experiencing mixed feelings of pleasure and guilt. All the 
variables have factor loadings above 0.60 which is acceptable (Field, 2001). This 
factor has a reliability score of Cronbach‘s Alpha at 0.701 which indicates a good 
reliability for this measure (Field, 2001). 
Table 4: Reliability and Validity statistics – Positive Buying Emotions 
Eigen Value        1.754 
Total Variance Explained 9.229 
Cronbach's Alpha 0.833 
Variables Factor Loading 
Buying things gives me a sense of joy 0.642 
Enjoy the sensation of buying products 
impulsively 0.614 
Sense of thrill when I buy impulsively 0.666 
Delighted, amused and enthusiastic 0.652 
 
The third factor which is referred as ―Positive buying emotions‖ explained 9% of the 
variance and consisted of five items like buying things gives a feeling of joy, enjoy the 
sensation of buying impulsively, and experience a sense of thrill, feeling of delight, 
amusement and enthusiasm when buying impulsively. All the variables have high 
factor loadings above 0.60 which is considered good. (Field, 2001) This factor has a 
reliability score of Cronbach‘s Alpha at 0.833 which indicates a very high reliability for 
this measure (Field, 2001). 
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Table 5: Reliability and Validity statistics – Mood Management  
Eigen Value        1.063 
Total Variance Explained 5.593 
Cronbach's Alpha 0.811 
Variables Factor Loading 
Buy something in order to make myself feel 
better 0.692 
Buy things on an impulse when I am upset 0.628 
Buying is a way of reducing stress  0.646 
When I'm feeling down I go and buy something 
impulsively. 0.620 
I buy a product to change my mood 0.698 
 
The fourth factor which is referred as ―Mood Management‖ explained 5% of the 
variance and consisted of five items like buying something to make oneself feel 
better, buy things on impulse when upset, buying as a means to reduce stress, buy 
things impulsively when feeling down, buy a product to change mood. All the 
variables have factor loadings above 0.60 which is acceptable (Field, 2001). This 
factor has a reliability score of Cronbach‘s Alpha at 0.811 which indicates a very high 
reliability for this measure (Field, 2001). 
4.2.2 Reliability and Validity - Impulse Buying Scale: Cognitive Dimension 
The data was subjected to Factor Analysis, with the Principal Component Analysis 
extraction method and the Rotation Method used was Varimax with Kaiser 
Normalization. Three factors were extracted viz; cognitive deliberation, disregard for 
the future, unplanned buying. These together explain of the total variance.  
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Table 6: Reliability and Validity statistics – Cognitive Deliberation  
Eigen Value        2.897 
Total Variance Explained 11.472 
Cronbach's Alpha 0.81 
Variables Factor Loading 
Think about alternatives a great deal 0.802 
I think about the consequences before I buy 
it 0.769 
I am likely to be slow and reflective than to 
be quick and careless 0.649 
I am a very cautious shopper 0.761 
I take time to consider and weigh all options 0.776 
 
The first factor which is referred as ―Cognitive Deliberation‖ explained 11% of the 
variance and consisted of five items like thinking about alternatives, consequences, 
like to be slow and reflective, cautious shopper, take time to consider and weigh all 
options. All the variables have factor loadings above 0.60 which is acceptable (Field, 
2001). This factor has a reliability score of Cronbach‘s Alpha at 0.810 which indicates 
a very high reliability for this measure (Field, 2001). 
Table 7: Reliability and Validity statistics – Disregard for the future 
Eigen Value        1.786 
Total Variance Explained 8.229 
Cronbach's Alpha 0.76 
Variables Factor Loading 
Buy things even though I can't afford 
them 0.711 
Spend money as soon as I earn it 0.665 
Buy product I don't need, knowing I have 
very little money left 0.699 
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The second factor which is referred as ―disregard for the future‖ explained 8% of the 
variance and consisted of three items like buying things even though could not afford, 
spending money as soon as earning, buying product one does not need at times 
knowing that one has very little money left. All the variables have factor loadings 
have approximately about 0.70 which is considered good (Field, 2001). This factor 
has a reliability score of Cronbach‘s Alpha at 0.76 which indicates a high reliability for 
this measure. 
Table 8: Reliability and Validity statistics – Unplanned Buying 
Eigen Value        1.063 
Total Variance Explained 5.593 
Cronbach's Alpha 0.72 
Variables Factor Loading 
Buy things I had not intended to 
purchase 0.687 
Make unplanned purchases 0.704 
 
The third factor which is referred as ―unplanned buying‖ explained 5% of the variance 
and consisted of two items like buying things one had not intended to purchase and 
making unplanned purchases. All the variables have factor loadings above 0.65 
which is considered good (Field, 2001). This factor has a reliability score of 
Cronbach‘s Alpha at 0.72 which indicates a high reliability for this measure (Field, 
2001). 
4.3 Impulse buying Measurement 
The dimensions and variables which measure the impulse buying have been 
discussed in the section on ―Theoretical Framework‖ in the chapter on Introduction. 
The scale for the measurement of impulse buying was based on a study by Seomi 
Younn (2000).  
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The Scale consisted of 2 components viz; the affective and the cognitive. The 
Affective component had four dimensions namely as irresistible urge to buy, 
emotional conflict, positive buying emotions and mood management. The cognitive 
component in turn had three dimensions which were cognitive deliberation, disregard 
for the future and unplanned buying. The scale was found reliable and valid in the 
pilot study. The dimensions of the scale and the items under each dimension have 
been discussed in the chapter on ―Plan and Procedure‖. 
4.4 Testing of Hypotheses 
The study had nine hypotheses which proposed the impact of the affective and the 
cognitive component on impulse buying among consumers. It also assessed the role 
of various factors while making a purchase decision and the perception of individuals 
about self/ others as impulse buyers.  
The Null Hypothesis H1, H2 and H3 were based on the relationship between the 
affective and Cognitive dimensions with respect to impulse buying. The Null 
hypotheses H4, H5, H6 and H7 were based on theory and dealt with the general 
purchase behavior of consumers. Null Hypotheses H8 and H9 were based on the 
influence of various demographics on the affective and the cognitive dimensions. The 
theory behind the Hypotheses is dealt in detail in the section on ―Theoretical 
Framework‖. This section subjects the data collected to analyze the hypotheses to 
arrive at conclusions. The data was analyzed using SPSS Version 16.0. 
4.4.1. Null Hypothesis H1 and its Sub hypotheses 
Affective Component 
 
The affective reactions that accompany impulse activation likely include excitement, 
potential distress, fear of being out of control, and helplessness (Rook, 1987). 
Moreover, affective connections linked to the activation of an impulse are evoked 
automatically. (MacInnis D.J and Patrick V.M, 2006). The affective dimension reflects 
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irresistible urge to buy, positive buying emotions, and mood management and 
emotional conflict.   
 
H10: Affective dimensions such as irresistible urge to buy, emotional conflict, 
positive buying emotions and mood management have no association with 
impulse buying among consumers. 
H1: Affective dimensions such as irresistible urge to buy, emotional conflict, 
positive buying emotions and mood management have association with 
impulse buying among consumers. 
 
H1a0: Consumers‘ irresistible urge to buy has no association with association with 
impulse buying.  
H1a: Consumers‘ irresistible urge to buy has a positive association with impulse 
buying.  
H1b0: Emotional conflict has no association with impulse buying among consumers. 
H1b: Emotional conflict has a positive association with impulse buying among 
consumers. 
H1c0: A positive buying emotion has no association with impulse buying among 
consumers. 
H1c: A positive buying emotion has a positive association with impulse buying among 
consumers. 
H1d0: Mood management has no association with impulse buying among consumers. 
H1d: Mood management has a positive association with impulse buying among 
consumers. 
 
The sub hypotheses of H10 which ranges from H1a0 to H1d0 had to be tested first as 
they proposed the association of the independent and the dependent variables. The 
hypotheses from H1a0 to H1d0 were tested using correlation. The following section 
presents the correlation output. 
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4.4.1.1 Testing of Null Hypothesis of H10 through Correlation  
 
The correlation of each of the four internal dimensions for affective component for 
impulse buying was calculated. These four dimensions were built using the feature 
―Compute variables‖ in SPSS. The four factors were computed by taking the mean of 
the variables which constitute them. It is important to verify the correlation of each of 
these independent variables to the dependent variables i.e. impulse buying. The 
Impulse buying score was calculated using the average of the mean of the items in 
the impulse buying scale. The p-values (tabulated as significance values) of the 
correlation coefficient should be less than the critical value of 0.05 to reject the null 
hypothesis.  
 
Correlation is synonymous with its originator, Karl Pearson. Correlation offers 
additional information about an association between two quantitative variables (thus 
excluding those measured on a nominal scale) because it measures the direction and 
strength of any linear relationship between them. The correlation coefficient is 
measured within the range -1 to +1. The direction of the correlation is positive if both 
variables increase together, but it is negative if one variable increases as the other 
decreases. The strength of the correlation is measured by the size of the correlation 
coefficient. A coefficient of +1 represents a perfectly positively correlated i.e. if one 
variable increases the other increases proportionately. A score of -1 indicates a 
perfect negative relationship, if one variable increases the other decreases by a 
proportionate amount. A coefficient of zero indicates no relationship at all and when 
one changes the other remains the same. The values in between can be graded 
broadly as: 
 0.90 to 0.99 (very high positive correlation) 
 0.70 to 0.89 (high positive correlation) 
 0.40 to 0.69 (medium positive correlation) 
 0 to 0.39 9 (low positive correlation) 
 0 to – 0.39 (low negative correlation) 
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 -0.40 to -0.69 (medium negative correlation) 
 -0.70 to -0.89 (high negative correlation) 
 -0.90 to -0.99 (very high negative correlation) 
 
Table 9: Correlations Matrix – Affective Dimension 
Dimensions – Affective    Impulse Buying 
Irresistible urge to buy Pearson Correlation 0.806** 
  Sig (2- tailed) 0 
  N 737 
Emotional conflict Pearson Correlation 0.439** 
  Sig (2- tailed) 0 
  N 737 
Positive buying emotions Pearson Correlation 0.670** 
  Sig (2- tailed) 0 
  N 737 
Mood management Pearson Correlation 0.735** 
  Sig (2- tailed) 0 
  N 737 
** Correlation is significant at the 0.01 level (2-tailed). 
 
Table 9 provides the bi-variate correlation between the four dimensions of the 
affective component and the dependent variable impulse buying. This correlation 
matrix provides the results of the test of association between the dimensions of the 
affective component and impulse buying.  
Irresistible urge to buy and impulse buying has a very high positive Pearson 
Correlation Coefficient of 0.806 which was statistically significant (r = 0.806, n= 737, 
p < 0.05.  
 
Hence, the Null Hypothesis H1a0 is rejected. 
Inference: Irresistible urge to buy have a high positive association with impulse 
buying among consumers.  
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Emotional conflict among consumers has a medium positive with impulse buying 
which is proved by the Pearson correlation Coefficient of 0.439 which has been found 
to be statistically significant (r = 0.439, n = 737, p < 0.05).  
 
Hence the null hypothesis H1b0 is rejected.  
Inference: The emotional conflict among consumers has a significant medium 
positive association with impulse buying 
 
The third dimension of positive buying emotions among consumers has a medium 
positive Pearson Correlation coefficient of 0.670 which has been found to be 
statistically significant (r = 0.670, N = 737, p < 0.05).  
 
Hence the null hypothesis H1c0 is rejected.  
Inference: A positive buying emotion does have a medium positive association with 
impulse buying among consumers. 
 
The fourth affective dimension of mood management among consumers has a high 
positive Pearson Correlation Coefficient of 0.735 which is statistically significant (r = 
0.735, N = 737, p < 0.05).  
 
Hence the null hypothesis H1d0 is rejected.  
Inference: Mood management among consumers does have a high positive 
association with impulse buying among consumers. 
 
4.4.1.2 Testing of Null Hypothesis H10 through Regression  
The hypothesis H1 was tested with multiple regression. The theoretical framework 
suggests and also proven through correlation that the four dimensions of affective 
component viz. irresistible urge to buy, emotional conflict, positive buying emotions 
and mood management have significant influence on impulse buying among 
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consumers. However, the overall impact of these 4 dimensions of affective 
component with respect to impulse buying was hypothesized as follows: 
 
H10: Affective dimensions such as irresistible urge to buy, emotional conflict, 
positive buying emotions and mood management do not predict impulse 
buying among consumers. 
H1: Affective dimensions such as irresistible urge to buy, emotional conflict, 
positive buying emotions and mood management predict impulse buying 
among consumers. 
 
A regression was run with impulse buying as the dependent variable and the 
dimensions of affective component as the independent variables. ―Enter‖ method was 
used for conducting the regression as it is the only appropriate method for testing 
theory (Studenmund and Cassidy, 1987).  
Overall fit of the model is explained in the Table 10. The value of R2 is 0.872 which 
indicates that 87% of variation in impulse buying may be attributed to the four 
dimensions of the affective component which were the independent variables / 
predictors in this study.  
  Table 10: Multiple Regression Model Summary 
Model R R Square 
Adjusted R 
Square 
Std. Error of the 
Estimate 
 .934(a) .872 .871 .20635 
 
Predictors: (Constant), Mood Management, Emotional Conflict, Positive buying 
emotions, Irresistible urge to buy.  
 
 
The significance of the regression model is tested by ANOVA. The ANOVA for the 
regression model is given in Table 11.  
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Table 11: Fit of the Regression Model by ANOVA 
 
  
Sum of 
Squares df 
Mean 
Square F Sig. 
Regression 211.855 4 52.964 1243.852 .000 
Residual 31.169 732 .043     
Total 243.024 736       
 
Predictors: (Constant), Mood Management, Emotional Conflict, Positive buying 
emotions, Irresistible urge to buy. Dependent Variable: Impulse buying 
 
F-ratio is a measure of how much the model has improved the prediction of the 
outcome compared to the level of inaccuracy of the model. The F ratio for this data is 
1243.852. The large F-value also suggests that the model is good. The observed p-
value which is much below the critical p-value of 0.05 reveals that there is no chance 
that an F ratio this large would happen if the null hypothesis were true. Therefore, it is 
concluded that the regression model results in impulse buying with dimensions of the 
affective component viz. Irresistible urge to buy, Emotional Conflict, Positive buying 
emotions, Mood Management. In short, the regression model predicts overall impulse 
buying among consumers with the affective component.  
 
Hence, the null hypothesis H10 is rejected. 
 
Inference: Affective dimensions such as irresistible urge to buy, emotional conflict, 
positive buying emotions and mood management predict impulse buying among 
consumers. 
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Table12: Development of Regression Equation 
  
  
Unstandardized 
Coefficients 
Standardized 
Coefficients t Sig. 
  B Std. Error Beta     
(Constant) .604 .035   17.180 .000 
IUB .260 .012 .398 22.597 .000 
EC .154 .010 .215 15.525 .000 
PBE .165 .009 .302 19.345 .000 
MM .210 .010 .347 21.371 .000 
   Dependent Variable: Impulse buying  
 
From the table we can define the model as in equation 
Y = α + βx + ε 
Impulse Buying = α0+ β1x1+β2 x2+β3 x3+β4 x4 
Impulse buying = 0.604 + 0.260 (Irresistible urge to buy) + 0.154 (Emotional Conflict) 
+ 0.165 (Positive buying emotions) + 0.210 (Mood Management)   
The β value explains the relationship between impulse buying among consumers and 
each predictor. If the value is positive we can safely conclude that there is positive 
relationship between the predictor and the outcome whereas negative coefficient 
represents a negative relationship. For the above all four predictors have positive β 
values indicating positive relationships. So an increase in irresistible urge to buy 
leads to an increase in impulse buying; as the emotional conflict increases among 
consumers it leads to an increase in impulse buying among them; an increase in 
positive buying emotions subsequently leads to an increase in impulse buying and 
finally an increase in mood management will lead to an increase in Impulse buying 
among consumers. The β value tells us more than this though. They tell us to what 
degree each predictor affects the outcome if the effects of all other predictors are 
held constant. As is evident in the Table 12 the irresistible urge to buy (0.398) is the 
most important and this drives impulse buying followed by Mood Management 
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(0.347), Positive Buying emotions (0.302) and finally emotional conflict (0.215) 
respectively.  
 
Irresistible urge to buy (β = 0.260): This value indicates that 1 unit of change in 
irresistible urge to buy will contribute to 0.26 unit change in Impulse buying. This 
interpretation is true only if the effects of emotional conflict, positive buying emotions 
and mood management are held constant. 
 
Emotional Conflict (β = 0.154): This value indicates that 1 unit of change in 
emotional conflict will contribute to 0.15 unit change in Impulse buying. This 
interpretation is true only if the effects of irresistible urge to buy, positive buying 
emotions and mood management are held constant. 
Positive buying emotions (β = 0.165): This value indicates that 1 unit of change in 
positive buying emotions will contribute to 0.165 unit change in Impulse buying. This 
interpretation is true only if the effects of irresistible urge to buy, emotional conflict 
and mood management are held constant. 
 
Mood Management (β = 0.210): This value indicates that 1 unit of change in mood 
management will contribute to 0.210 unit change in Impulse buying. This 
interpretation is true only if the effects of irresistible urge to buy, emotional conflict 
and positive buying emotions are held constant. 
 
4.4.2 Null Hypothesis H20 and its Sub hypotheses 
 
Cognitive Component 
The relation with Time orientation indicates that consumers‘ capacity to anticipate, 
structure and see the future plays a pivotal role in their consumption behavior. Younn 
(2000) suggests that future oriented consumers‘ may view impulse buying as 
irrational consumption behavior that is in addition to their proclivity to set goals, plan, 
and value long term benefits. Younn (2000) suggest that future time orientation was 
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more negatively associated with the cognitive component than the affective 
component because of its characteristics of logic driven, analytical and rational 
assessment towards time. The cognitive dimension reflects cognitive deliberation, 
unplanned buying, and disregard for the future. 
 
The relationships between the three cognitive dimensions and impulse buying have 
been hypothesized and are represented by the second hypothesis H2 and its sub 
hypotheses which ranges from H2a0 to H2c0 had to be tested first as they proposed 
the association of the independent and the dependent variables. The hypotheses 
from H1a0 to H1c0 were tested using correlation. The following section presents the 
correlation output. 
 
H20: Cognitive dimensions such as cognitive deliberation, disregard for the 
future, unplanned buying does not predict impulse buying among consumers. 
H2: Cognitive dimensions such as cognitive deliberation, disregard for the 
future, unplanned buying predicts impulse buying among consumers. 
 
H2a0: Cognitive deliberation among consumers has no association with impulse 
buying.  
H2a: Cognitive deliberation among consumers has a positive association with impulse 
buying.  
H2b0: Disregard for the future has no association with impulse buying among 
consumers. 
H2b: Disregard for the future has a positive association with impulse buying among 
consumers. 
H2c0: Unplanned buying has no association with impulse buying among consumers. 
H2c: Unplanned buying has a positive association with impulse buying among 
consumers. 
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4.4.2.1 Testing of Null Hypothesis H20 through Correlation 
 
Cognitive deliberation among consumers has a significant low positive association 
with impulse buying which is Pearson correlation Coefficient of 0.362. This has been 
found to be statistically significant (r = 0.362, N = 737, p < 0.05).  
Hence the null hypothesis H2a0 is rejected.  
Inference: The Cognitive deliberation among consumers has a significant low 
positive association with impulse buying. 
 
The second dimension of disregard for the future among consumers has a medium 
positive association with impulse buying which is Pearson Correlation coefficient of 
0.650. This has been found to be statistically significant (r = 0.650, N = 737, p < 
0.05).  
Hence the null hypothesis H2b0 is rejected.  
Inference: Disregard for the future does have a medium positive association with 
impulse buying among consumers. 
 
The third cognitive dimension of unplanned buying has a medium positive significant 
association with impulse buying among consumers which is Pearson Correlation 
Coefficient of 0.607. This has been found to be statistically significant (r = 0.607, N = 
737, p < 0.05).  
Hence the null hypothesis H2c0 is rejected.  
Inference: Unplanned buying among consumers does have a medium positive 
association with impulse buying among consumers. 
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Table 13: Correlations Matrix – Cognitive Dimension 
Dimensions – Cognitive    Impulse Buying 
Cognitive Deliberation Pearson Correlation 0.362** 
  Sig (2- tailed) 0 
  N 737 
Disregard for the future. Pearson Correlation 0.650** 
  Sig (2- tailed) 0 
  N 737 
Unplanned Buying Pearson Correlation 0.607** 
  Sig (2- tailed) 0 
  N 737 
** Correlation is significant at the 0.01 level (2-tailed). 
 
4.4.2.2 Testing of Null Hypothesis H20 through Multiple Regression 
 
The correlation matrix proved the positive relationship between the 3 dimensions and 
the cognitive component. The overall impact of these 3 dimensions of cognitive 
component with reference to impulse buying was hypothesized as follows: 
 
H20: Cognitive dimensions such as cognitive deliberation, disregard for the 
future, unplanned buying does not predict impulse buying among consumers. 
H2: Cognitive dimensions such as cognitive deliberation, disregard for the 
future, unplanned buying predicts impulse buying among consumers. 
 
To measure the overall impact of 3 dimensions of the cognitive component the data 
was subjected to Multiple Regression Analysis. Regression analysis is used for 
predicting an outcome variable from one predictor variable or several predictor 
variables (Multiple Regression) (Field, 2009). 
The results are displayed in the Table 14 below. From the Table 14 it may be 
observed that the R2 value is 0.666 which indicates that the proposed model explains 
67 % of the variance in the dependent variable – Impulse Buying. 
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Table 14: Multiple Regression Model Summary 
 
Model R R Square 
Adjusted R 
Square 
Std. Error of the 
Estimate 
 
.816(a) .666 .665 .33256 
 
Predictors: (Constant), Unplanned buying, Cognitive Deliberation, Disregard for the 
future. 
 
The result of the Analysis of variance (ANOVA) is presented in the Table 15 which 
shows that the p-value is significant which means that the model fit is good.  
 
 Table 15: The Fit of the Regression Model through ANOVA 
 
  
Sum of 
Squares df Mean Square F Sig. 
Regression 161.956 3 53.985 488.126 .000 
Residual 81.068 733 .111     
Total 243.024 736       
 
Predictors: (Constant), Unplanned buying, Cognitive Deliberation, Disregard for the 
future  
Dependent Variable: Impulse Buying. 
 
In other words, the model results in a significantly good degree of prediction of the 
dependent variable which is ―impulse buying‖ here. F-Ratio is a measure of how 
much the model has improved the prediction of the outcome compared to the level of 
inaccuracy of the model. The large F-value also suggests that the model is good. The 
chances that Null hypothesis H20 gets accepted is extremely low as the observed p-
value is found to be much below the critical value of 0.05. 
 
Hence, the Hypothesis H20 is rejected.  
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Inference: Cognitive dimensions such as cognitive deliberation, disregard for the 
future, unplanned buying together predict impulse buying among consumers. 
 
Table16: Development of Regression Equation 
 
  
Un-standardized 
Coefficients 
Standardized 
Coefficients t Sig. 
  B Std. Error Beta     
(Constant) .987 .050   19.747 .000 
Cognitive 
Deliberation 
.178 .012 .315 14.703 .000 
Disregard for 
the future 
.298 .014 .492 21.176 .000 
Unplanned 
buying 
.195 .012 .384 16.461 .000 
 
Dependent Variable: Impulse Buying 
 
From the Table 16 we can define the model as in equation 
Y = α + βx + ε 
Impulse Buying = α0+ β1 x1+β2 x2+β3 x3 
Impulse buying = 0.987 + 0.178 (Cognitive Deliberation) + 0.298 (Disregard for the 
future) + 0.195 (Unplanned Buying)   
The β value explains the relationship between impulse buying among consumers and 
each predictor. If the value is positive we can safely conclude that there is positive 
relationship between the predictor and the outcome whereas negative coefficient 
represents a negative relationship. For the above all four predictors have positive β 
values indicating positive relationships. So an increase in cognitive deliberation leads 
to an increase in impulse buying; as the disregard for the future increases among 
consumers it leads to an increase in impulse buying among them; and finally an 
increase in unplanned buying subsequently leads to an increase in impulse buying 
among consumers.  The β value tells us more than this though. They tell us to what 
degree each predictor affects the outcome if the effects of all other predictors are 
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held constant. As is evident in the Table the disregard for the future (0.492) is the 
most important and this drives impulse buying followed by unplanned buying (0.384), 
and finally cognitive deliberation (0.315) respectively.  
 
Cognitive Deliberation (β = 0.178): This value indicates that 1 unit of change in 
cognitive deliberation will contribute to 0.18 unit change in Impulse buying. This 
interpretation is true only if the effects of disregard for the future and unplanned 
buying are held constant. 
 
Disregard for the future (β = 0.298): This value indicates that 1 unit of change in 
disregard for the future will contribute to 0.30 unit change in Impulse buying. This 
interpretation is true only if the effects of cognitive deliberation and unplanned buying 
are held constant. 
Unplanned buying (β = 0.195): This value indicates that 1 unit of change in positive 
buying emotions will contribute to 0.195 unit change in Impulse buying. This 
interpretation is true only if the effects of cognitive deliberation and disregard for the 
future are held constant. 
 
4.4.3. Null Hypothesis H30 and its Sub hypotheses  
 
Affect and cognition are rather different types of psychological responses 
consumers can have in any shopping situation.  Although the affective and cognitive 
systems are distinct, they are richly interconnected, and each system can influence 
and be influenced by the other.  Affect refers to feeling responses, whereas 
cognition consists of mental (thinking) responses (Youn, 2000). 
 
4.4.3.1 Testing of Null Hypothesis H30 through Correlation 
The relationships between the two components – affective and cognitive and impulse 
buying have been hypothesized and are represented by the third hypothesis H3 and 
its sub hypotheses which ranges from H3a0 to H3b0 had to be tested first as they 
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proposed the association of the independent and the dependent variables. The 
hypotheses from H1a0 to H1b0 were tested using correlation. The following section 
presents the correlation output. 
H30: The affective and the cognitive component have no association with 
impulse buying among consumers. 
H3: The affective and the cognitive component have a positive association with 
impulse buying among consumers 
 
H3a0: Affective component has no association with impulse buying among 
consumers. 
H3a: Affective component has a positive association with impulse buying among 
consumers.  
H3b0: Cognitive component has no association with impulse buying among 
consumers. 
H3b: Cognitive component has a positive association with impulse buying among 
consumers.  
The Table 17 provides the bi-variate correlation between the affective component 
and the dependent variable impulse buying. This correlation matrix provides the 
results of the test of association between the dimensions of the affective component 
and impulse buying.  
 
Table 17: Correlations Matrix – Affective and Cognitive Dimension 
Dimensions – Affective 
and Cognitive    Impulse Buying 
Affective Pearson Correlation 0.929** 
  Sig (2- tailed) 0 
  N 737 
Cognitive Pearson Correlation 0.804** 
  Sig (2- tailed) 0 
  N 737 
** Correlation is significant at the 0.01 level (2-tailed). 
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The hypotheses of H30 had to be tested first as it proposed the association of the 
independent and the dependent variable. The hypotheses H3o was tested using 
correlation. The following section presents the correlation output. 
 
The affective dimension among consumers has a significant very high positive 
association with impulse buying which is proved by the Pearson correlation 
Coefficient of 0.929. This has been found to be statistically significant (r = 0.929, N = 
737, p < 0.05).  
Hence the null hypothesis H3a0 is rejected.  
Inference: The affective component has a significant very high positive association 
with impulse buying among consumers. 
 
The cognitive dimension among consumers has a significant high positive 
association with impulse buying which is proved by the Pearson correlation 
Coefficient of 0.804. This has been found to be statistically significant (r = 804, N = 
737, p < 0.05).  
 
Hence the null hypothesis H3b0 is rejected.  
Inference: The cognitive component has a significant high positive association with 
impulse buying among consumers. 
 
4.4.3.2 Testing of Null Hypothesis H30 through Multiple Regression 
 
The correlation matrix proved the positive relationship between the two major 
constructs viz. affective and cognitive component with respect to impulse buying. The 
overall impact of these 2 constructs with reference to impulse buying was 
hypothesized as follows: 
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H30: The affective and the cognitive component do not have a positive 
association with impulse buying among consumers. 
 
H3: The affective and the cognitive component do have a positive association 
with impulse buying among consumers 
 
To measure the overall impact of these 2 dimensions on Impulse buying among 
consumers the data was subjected to Multiple Regression Analysis. Regression 
analysis is used for predicting an outcome variable from one predictor variable or 
several predictor variables (Multiple Regression) (Field, 2009). 
The results are displayed in the table below. From the Table it may be observed that 
the R2 value is 0.983 which indicates that the proposed model explains 98 % of the 
variance in the dependent variable – Impulse Buying. 
 
Table 18: Multiple Regression Model Summary 
 
Model R R Square 
Adjusted R 
Square 
Std. Error of the 
Estimate 
 
.991(a) .983 .983 .07582 
 
Predictors: (Constant), Cognitive, Affective 
 
The result of the Analysis of variance (ANOVA) is presented in the table which shows 
that the p-value is significant which means that the model fit is good.  
 
In other words, the model results in a significantly good degree of prediction of the 
dependent variable which is ―impulse buying‖ here. F-Ratio is a measure of how 
much the model has improved the prediction of the outcome compared to the level of 
inaccuracy of the model. The large F-value also suggests that the model is good. The 
chances that Null hypothesis H30 gets accepted is extremely low as the observed p-
value is found to be much below the critical value of 0.05. 
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Hence, the Hypothesis H30 is rejected.  
Inference: The affective and the cognitive component do have a positive association 
with impulse buying among consumers 
 
Table 19: The Fit of the Regression Model through ANOVA 
 
 
Sum of 
Squares df Mean Square F Sig. 
Regression 238.805 2 119.402 20771.459 .000 
Residual 4.219 734 .006   
Total 243.024 736    
 
Predictors: (Constant), Cognitive, Affective  
 
Dependent Variable: Impulse Buying  
 
Table 20: Development of Regression Equation 
 
 
Unstandardized 
Coefficients 
Standardized 
Coefficients t Sig. 
 B Std. Error Beta   
(Constant) .149 .013  11.676 .000 
Affective .605 .005 .697 119.156 .000 
Cognitive .346 .005 .417 71.197 .000 
 
Dependent Variable: Impulse Buying  
 
From the table we can define the model as in equation 
Y = α + βx + ε 
Impulse Buying = α0+ β1 x1+β2 x2 
Impulse buying = 0.149 + 0.605 (Affective) + 0.346 (Cognitive)  
The β value explains the relationship between impulse buying among consumers and 
each predictor. If the value is positive we can safely conclude that there is positive 
relationship between the predictor and the outcome whereas negative coefficient 
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represents a negative relationship. For the above all four predictors have positive β 
values indicating positive relationships. So an increase in affective component leads 
to an increase in impulse buying among consumers and also an increase in cognitive 
component subsequently leads to an increase in impulse buying among consumers.  
The β value tells us more than this though. They tell us to what degree each predictor 
affects the outcome if the effects of all other predictors are held constant. As is 
evident in the Table the affective component (0.697) is the most important and this 
drives impulse buying followed by the cognitive component (0.417).  
 
Affective Component (β = 0.605): This value indicates that 1 unit of change in 
cognitive deliberation will contribute to 0.61 unit change in Impulse buying. This 
interpretation is true only if the effects of the cognitive component are held constant. 
 
Cognitive Component (β = 0.346): This value indicates that 1 unit of change in 
disregard for the future will contribute to 0.35 unit change in Impulse buying. This 
interpretation is true only if the effects of affective component are held constant. 
 
4.4.4 Null Hypothesis H40 and its Sub hypotheses  
 
The factors affecting purchase decisions refer to a series of self evaluations of 
behaviors performed while in the store and opinions related to the purchase of the 
relevant product category. Many of these statements were taken from the Wells and 
Tigert (1971) lifestyle inventory.  Cobb and Heyer (1986) expected that planners 
would be more likely to have an emotional attachment to their brand, buy the most 
familiar brand, use the brand most frequently used, be certain of the quality of their 
brand, buy on the basis of their performance, and believe that their brands fulfills 
their needs better than other brands. Impulse purchasers were expected to shop for 
specials, be influenced by mood states, consider store brands and generic brands 
in their evoked set, examine a large number of packages, spend considerable time 
in locating the brand in the store and believe that advertised brands are better than 
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non - advertised ones.  
 
4.4.4.1 Testing of Null Hypotheses H40 through Correlation 
 
Table 21 provides the bi-variate correlation between the eight factors affecting 
purchase decisions among consumers and the dependent variable impulse buying. 
This correlation matrix provides the results of the test of association between the 
factors affecting purchase decisions and impulse buying.  
The relationships between the factors affecting purchase decision and impulse 
buying have been hypothesized and are represented by the fourth hypothesis H4 and 
its sub hypotheses which ranges from H40 which ranges from H4a0 to H4h0 had to be 
tested first as they proposed the association of the independent and the dependent 
variables.  
 
H4a0: Price has no association with impulse buying among consumers during 
selection of their brands.  
H4a1: Price does have a positive association with impulse buying among consumers 
during selection of their brands. 
H4b0: The tendency to purchase the same brand has no association with impulse 
buying among consumers.   
H4b1: The tendency to purchase the same brand does have a positive association 
with impulse buying among consumers.   
H4c0: The preference to purchase a particular brand has no association with impulse 
buying among consumers.   
H4c1: The preference to purchase a particular brand does have a positive association 
with impulse buying among consumers.   
H4d0: The tendency to pick the first brand has no association with impulse buying 
among consumers.   
H4d1: The tendency to pick the first brand does have a positive association with 
impulse buying among consumers.   
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H4e0: The tendency to shop a lot for specials (sale/ discounts/offers) has no 
association with impulse buying among consumers.   
H4e1: The tendency to shop a lot for specials (sale/ discounts/offers) does have a 
positive association with impulse buying among consumers.   
H4f0: The inclination to examine a large number of packages before final decision has 
no association with impulse buying among consumers.   
H4f1: The inclination to examine a large number of packages before final decision 
does have a positive association with impulse buying among consumers.   
H4g0: The time spent during in-store search has no association with impulse buying 
among consumers.   
H4g1: The time spent during in-store search does have a positive association with 
impulse buying among consumers.   
H4h0: The consumers‘ perception that advertised brands are better than non 
advertised brands has no association with impulse buying among consumers.   
H4h1: The consumers‘ perception that advertised brands are better than non 
advertised brands does have a positive association with impulse buying among 
consumers.   
The hypotheses from H4a0 to H4h0 were tested using correlation. The following 
section presents the correlation output. 
 
The factor ‗price as major reason for brand selection‘ has a low negative correlation 
with impulse buying which is Pearson correlation Coefficient of 0.032. The value has 
not been found to be statistically insignificant. 
 
Hence the null hypothesis H4a0 is retained.  
Inference: The price as a major reason for brand selection among consumers has no 
association with impulse buying. 
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The factor ‗tends to buy the same brand‘ has a low positive correlation with impulse 
buying which is Pearson correlation Coefficient of 0.000. This has not been found 
statistically insignificant (r = 0.000, N = 737, p < 0.05).  
Hence the null hypothesis H4b0 is retained. 
Inference: The factor tends to buy the same brand among consumers has no 
association with impulse buying. 
 
Table 21: Correlations Matrix: Factors affecting Purchase Decision 
Factors affecting Purchase 
decision   Impulse Buying 
Consider price as a major 
reason for my brand Selection Pearson Correlation 0.032 
  Sig (2- tailed) 0.382 
  N 737 
Tend to buy the same brand Pearson Correlation 0.000 
  Sig (2- tailed) 0.996 
  N 737 
Particular brand Only Pearson Correlation 0.057 
  Sig (2- tailed) 0.121 
  N 737 
Pick the first brand Pearson Correlation 0.293** 
  Sig (2- tailed) 0 
  N 737 
Shop a lot for specials Pearson Correlation 0.211** 
  Sig (2- tailed) 0 
  N 737 
See a large number of 
packages Pearson Correlation -0.111** 
  Sig (2- tailed) 0 
  N 737 
Spend time in location of my 
brand  Pearson Correlation 0.002 
  Sig (2- tailed) 0.955 
  N 737 
Advertised brands are better 
than non - advertised brands Pearson Correlation 0.23** 
  Sig (2- tailed) 0 
  N 737 
** Correlation is significant at the 0.01 level (2-tailed). 
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The factor ‗particular brand only‘ has no correlation with impulse buying which is 
proved by the Pearson correlation Coefficient of 0.057. This value however has not 
been found to be statistically significant (r = 0.057, N = 737, p < 0.05).  
 
Hence the null hypothesis H4c0 is retained.  
Inference: The factor particular brand only among consumers has a medium positive 
association with impulse buying. 
 
The factor ‗pick the first brand‘ has a low positive correlation with impulse buying 
which is proved by the Pearson correlation Coefficient of 0.293. This value has been 
found to be statistically significant (r = 0.293, N = 737, p < 0.05).   
 
Hence the null hypothesis H4d0 is rejected.  
Inference: The factor pick the first brand among consumers has a low positive 
association with impulse buying. 
  
The factor ‗shop a lot for specials‘ has a low positive correlation with impulse buying 
which is proved by the Pearson correlation Coefficient of 0.211. This has been found 
to be statistically significant (r = 0.211, N = 737, p < 0.211).   
 
Hence the null hypothesis H4e0 is rejected.  
Inference: The factor shop a lot for specials among consumers has a low positive 
association with impulse buying. 
  
The factor ‗see a large number of packages‘ has a low negative correlation with 
impulse buying which is proved by the Pearson correlation Coefficient of -0.111. This 
has been found to statistically significant (r = -0.111, N = 737, p < 0.05). This 
therefore suggests that impulse buyers would not see a large number of packages.  
 
Hence the null hypothesis H4f0 is rejected.  
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Inference: The factor shop a lot for specials among consumers has no association 
with impulse buying. 
 
The factor ‗spend lot of time in location of my brand or during in-store search‘ has no 
correlation with impulse buying which is proved by the Pearson correlation Coefficient 
of 0.002. This has not been found to be statistically insignificant (r = 0.002, N = 737, p 
<0.05).  
 
Hence the null hypothesis H4g0 is retained.  
Inference: The factor that consumer spends lot of time in location of my brand or 
during in-store search among consumers has no association with impulse buying. 
  
The factor ‗advertised brands are better than non-advertised brands‘ has a low 
positive correlation with impulse buying which is proved by the Pearson correlation 
Coefficient of 0.230. The observed p value is which is higher than the critical value of 
0.05 is significant (r = 0.230, N = 737, p < 0.05)  
 
Hence the null hypothesis H4h0 is rejected.  
Inference: The factor that consumers perceive that advertised brands are better than 
non-advertised brands has a low positive association with impulse buying. 
 
4.4.5 Null Hypothesis H50 and its Sub hypotheses  
 
The three factors affecting impulse purchase may be the preference of time and day 
by consumers to shop and also presence of a shopping list. This correlation matrix 
provides the results of the test of association between the factors affecting purchase 
decisions and impulse buying.  
 
4.4.5.1 Testing of Null Hypotheses H50 through Correlation 
Table 22 provides the bi-variate correlation between the three factors affecting 
purchase decisions among consumers and the dependent variable impulse buying. 
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The relationships between the factors relating to general purchase behavior and 
impulse buying have been hypothesized and are represented by the fifth hypothesis 
H5 and its sub hypotheses which ranges from H50 which ranges from H5a0 to H5c0 
had to be tested first as they proposed the association of the independent and the 
dependent variables.  
 
H5a0: Preference of the time by consumers for shopping has no association with 
impulse buying.  
H5a: Preference of the time by consumers for shopping does not have a positive 
association with impulse buying.  
H5b0: Preference of the day by consumers for shopping has no association with 
impulse buying.  
H5b: Preference of the day by consumers for shopping does have a positive 
association with impulse buying. 
H5c0: Preference of a shopping list by consumers for shopping has no association 
with impulse buying.  
H5c: Preference of a shopping list by consumers for shopping does have a positive 
association with impulse buying. 
 
Table 22: Correlations Matrix: General Purchase Behavior 
General Purchase Behavior   Impulse Buying 
Any particular time Pearson Correlation 0.002 
  Sig (2- tailed) 0.966 
  N 737 
Any particular day Pearson Correlation 0.017 
  Sig (2- tailed) 0.638 
  N 737 
With a shopping list Pearson Correlation - 0.264** 
  Sig (2- tailed) 0 
  N 737 
** Correlation is significant at the 0.01 level (2-tailed). 
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Table 22 provides the bi-variate correlation between the three factors affecting 
general purchase behavior and the dependent variable impulse buying. This 
correlation matrix provides the results of the test of association between the factor 
affecting general purchase behavior and impulse buying.  
 
Time of shopping and impulse buying has no association which is indicated by the 
Pearson Correlation Coefficient of 0.002. The observed p value has been found to be 
insignificant. 
Hence, the Null Hypothesis H5a0 is retained. 
Inference: The time of shopping has no association with impulse buying among 
consumers.  
 
The day of shopping in a week and impulse buying has no association which is 
indicated by the Pearson Correlation Coefficient of 0.017. The observed p value has 
been found to be insignificant. 
Hence, the Null Hypothesis H5b0 is retained. 
Inference: The day of shopping has a low negative association with impulse buying 
among consumers.  
 
Shopping with a shopping list and impulse buying among consumers has a low 
negative Pearson Correlation Coefficient of -0.264. The observed p value is which is 
higher than the critical value of 0.05 is significant. This suggests that impulse buyers 
would not be carrying any shopping list with them. This suggests that the presence of 
a shopping list streamlines purchase decisions and restricts impulse buying.   
Hence, the Null Hypothesis H5c0 is rejected. 
Inference: Shopping with a shopping list has a low negative association with impulse 
buying among consumers.  
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4.4.6 Null Hypothesis H60 and its Sub hypotheses  
 
Consumers want to manage good impressions by projecting themselves to be 
rational, mature, and smart and goal oriented (Cobb and Hoyer (1986). The present 
study attempted to analyze impulse buying behavior by studying the general 
purchase behavior. 
 
4.4.6.1Testing of Null Hypotheses H60 through Correlation 
 
Table 23 provides the bi-variate correlation between the dimension of considering 
oneself as an impulse buyer and the dependent variable impulse buying. This 
correlation matrix provides the results of the test of association between the 
independent and the dependent variable.    
 
The relationships between the Self/Others' Opinion about impulse buying and 
impulse buying have been hypothesized and are represented by the sixth hypothesis 
H6 and its sub hypotheses which ranges from H6a0 to H6b0 had to be tested first as 
they proposed the association of the independent and the dependent variables.  
 
H6a0: Considering oneself as an impulse buyer has no significant association with 
impulse buying among consumers.  
H6a: Considering oneself as an impulse buyer has significant association with 
impulse buying among consumers. 
H6b0: Peoples‘ opinion about self as an impulse buyer has no significant association 
with impulse buying among consumers.  
H6b: Peoples‘ opinion about self as an impulse buyer has no significant association 
with impulse buying among consumers.  
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Table 23: Correlations Matrix: Self/Others' Opinion about impulse buying 
 
Self/Others' Opinion about 
impulse buying    Impulse Buying 
Consideration of self as an 
impulse buyer Pearson Correlation 0.530** 
  Sig (2- tailed) 0 
  N 737 
Others' opinion of Self as an 
impulse buyer. Pearson Correlation 0.478** 
  Sig (2- tailed) 0 
  N 737 
** Correlation is significant at the 0.01 level (2-tailed). 
 
 As depicted in Table 23 the assessment about one‘s self regarding buying behavior 
and impulse buying has a medium positive Pearson Correlation Coefficient of 0.530. 
The observed p value which is higher than the critical value of 0.05 is significant. 
 
Hence, the Null Hypothesis H6a0 is rejected. 
Inference: Assessment about one‘s self regarding buying behavior has a medium 
positive association with impulse buying among consumers.  
 
As shown in Table 23 assessment of others about self buying behavior and impulse 
buying has a medium positive Pearson Correlation Coefficient of 0.478. The 
observed p value which is higher than the critical value of 0.05 is significant. 
 
Hence, the Null Hypothesis H6b0 is rejected. 
Inference: Assessment of others about self buying behavior has a medium positive 
association with impulse buying among consumers.  
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4.4.7 Null Hypothesis H70 and its Sub hypotheses  
 
Impulsive buying often finds its outlet in credit card use and impulse buyers are more 
prone to buy on an impulse when using credit cards (Roberts 1998, Pirog and 
Roberts, 2007). Table 24 provides the bi-variate correlation and tests the association 
between the aspect of impulse buying on payment through credit cards and the 
dependent variable impulse buying among consumers. This correlation matrix, 
therefore, provides the results of the test of association between the independent and 
the dependent variable. 
 
4.4.7.1 Testing of Null Hypotheses H70 through Correlation 
H70: Payment of purchases through credit card has no association with impulse 
buying. 
H7: Payment of purchases through credit card does have a positive association with 
impulse buying. 
 
Table 24: Correlations Matrix: Payments through Credit Cards 
 
Payment through credit cards   
Impulse 
Buying 
Payment made through credit 
card hence tend to impulse 
purchase Pearson Correlation 0.404** 
  Sig (2- tailed) 0 
  N 737 
** Correlation is significant at the 0.01 level (2-tailed). 
 
 Payment by credit card and impulse buying has a medium positive Pearson 
Correlation Coefficient of 0.404. The observed p value which is higher than the 
critical value of 0.05 is significant. 
 
Hence, the Null Hypothesis H70 is rejected. 
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Inference: Payment by credit card has a medium positive association with impulse 
buying among consumers.  
 
4.4.8 Null Hypothesis H80 and its Sub hypotheses  
 
This hypothesis deals with the demographic influence on the dimensions of the 
affective component – irresistible urge to buy, emotional conflict, positive buying 
emotions and mood management. Through this hypothesis it may be tested whether 
there is a significant difference among consumers with regard to the above 
dimensions. The relationships between the affective component and impulse buying 
have been hypothesized and are represented by the eighth hypothesis H8 and its 
sub hypotheses which range from H8a0 to H8g0.  
 
H80: There is no significant difference across different demographic segments 
(gender, age, education, occupation, income, marital status, size of household) 
and the dimensions of the affective component (irresistible urge to buy, 
emotional conflict, positive buying emotions and mood management) with 
respect to impulse buying among consumers.  
H8: There is significant difference across different demographic segments 
(gender, age, education, occupation, income, marital status, size of household) 
and the dimensions of the affective component (irresistible urge to buy, 
emotional conflict, positive buying emotions and mood management) with 
respect to impulse buying among consumers. 
4.4.8.1 Testing the Null Hypothesis H8a10 and its Sub Hypotheses through T- 
test and One way ANOVA for Irresistible Urge to Buy 
H8a10: There is no significant difference in gender and irresistible urge to buy with 
respect to impulse buying among consumers.  
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H8a1: There is significant difference in gender and irresistible urge to buy with respect 
to impulse buying among consumers. 
H8b10: There is no significant difference in age and irresistible urge to buy with 
respect to impulse buying among consumers.  
H8b1: There is significant difference in age and irresistible urge to buy with respect to 
impulse buying among consumers. 
H8c10: There is no significant difference in education and irresistible urge to buy with 
respect to impulse buying among consumers.  
H8c1: There is significant difference in education and irresistible urge to buy with 
respect to impulse buying among consumers. 
H8d10: There is no significant difference in occupation and irresistible urge to buy with 
respect to impulse buying among consumers.  
H8d1: There is significant difference in occupation and irresistible urge to buy with 
respect to impulse buying among consumers. 
H8e10: There is no significant difference in income and irresistible urge to buy with 
respect to impulse buying among consumers.  
H8e1: There is significant difference in income and irresistible urge to buy with respect 
to impulse buying among consumers. 
H8f10: There is no significant difference in marital status and irresistible urge to buy 
with respect to impulse buying among consumers.  
H8f1: There is significant difference in marital status and irresistible urge to buy with 
respect to impulse buying among consumers. 
H8g10: There is no significant difference in size of the household and irresistible urge 
to buy with respect to impulse buying among consumers.  
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H8g1: There is significant difference in size of the household and irresistible urge to 
buy with respect to impulse buying among consumers. 
These hypotheses were tested first as they proposed the association of the 
independent and the dependent variables. The hypotheses from H1a10 to H1g10 which 
are based on the first dimension of the affective component i.e. the irresistible urge to 
buy were tested using T Test and ANOVA. The following section presents the results 
which are displayed from Table to 25 - 32. 
The Table 25 indicates the details regarding Gender with respect to the ‗Irresistible 
urge to buy‘, which has been defined by Younn (2000) as ―The consumers‘ desire is 
instant, persistent and compelling that it is hard for the consumer to resist‖. The 
mean value for the Males and females is 2.46 and 2.43 respectively showing a very 
slightly difference in their means.  The Table 26 indicates the t value being 0.074 at 
735 df.  As can be seen from the results there does exist a significant difference 
between gender and irresistible urge to buy where the former does have a role to 
play in the latter, t(735) = 0.074, p > 0.05 retain H8a10. 
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Table 25: Irresistible Urge to Buy vs. Different Demographic Segments 
  Categories N Mean 
Std. 
Deviation 
Gender Female 352 2.43 0.916 
  Male 385 2.47 0.845 
Age 21 - 40 403 2.52 0.876 
  41 - 60 334 2.36 0.876 
Education 
Did not complete 
schooling 7 2.89 1.082 
  Completed Schooling 71 2.57 0.749 
  Completed Graduation 354 2.55 0.849 
  
Completed Post-
Graduation 259 2.30 0.918 
  Others 46 2.29 0.906 
Occupation Service 504 2.47 0.851 
  Self Employed 35 2.45 0.838 
  Professional 85 2.34 0.982 
  Housewives 98 2.40 0.935 
  Students 13 2.71 0.926 
  Others 2 1.90 1.273 
Income Up to 3,00,000 153 2.75 0.806 
  
Rs. 3,00,001 to 
5,00,000 148 2.44 0.850 
  
Rs. 5,00,001 to 
10,00,000 170 2.39 0.865 
  
Rs. 10,00,001 to 
15,00,000 134 2.28 0.881 
  Above 15,00,000 132 2.36 0.935 
Marital Status Married 520 2.38 0.870 
  Unmarried 217 2.62 0.879 
Size of the 
Household  
Up to 2 
115 2.43 0.871 
  3 -5 549 2.45 0.887 
  5 - 8 63 2.53 0.832 
  More than 8 10 2.06 0.789 
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Table 26: Irresistible Urge to Buy vs. Gender through T- Test 
 
 
  
Levene's Test for 
Equality of 
Variances t-test for Equality of Means 
    F Sig. t df 
Sig. (2-
tailed) 
IUB 
Equal 
variances 
assumed 3.204 0.074 -0.541 735 0.588 
  Equal 
variances not 
assumed     -0.539 714.372 0.59 
 
As indicated in Table 25 the numbers of respondents in the age group 21-40 were 
403 (55%) and in age group 41-60 were 334 (45%).  Table 27 indicates the ANOVA 
values with the p value being 0.019 at 735 df. As indicated in the results Age has 
significant bearing on Irresistible urge to buy with respect to impulse buying, t(735) = 
0.019, p < 0.05. We therefore reject H8b10 on the basis of the above. 
 
Table 27: Irresistible Urge to Buy vs. Age Group through ANOVA 
 
 
Sum of 
Squares df 
Mean 
Square F Sig. 
Between Groups 4.271 1 4.271 5.565 .019 
Within Groups 564.150 735 .768     
Total 568.421 736       
 
Table 25 indicates the number of respondents at various levels of their education. 
The lowest mean of 2.28 was for respondents who have achieved other education 
like engineering, management, medical etc. and 2.29 was for those who had got a 
post graduation degree. The highest mean of 2.88 was obtained for those 
respondents who had not completed their schooling. A lower mean indicates that a 
higher number of professionals and Post graduates have an irresistible urge to buy 
with respect to impulse buying. Table 28 indicates the ANOVA values with the p 
value being 0.002 at 736 df. As indicated in the results education has a significant 
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bearing on Irresistible urge to buy with respect to impulse buying, t(736) = 0.002, p < 
0.05.   We therefore reject H8c10. 
 
Table 28: Irresistible Urge to Buy vs. Education through ANOVA 
 
  
Sum of 
Squares df 
Mean 
Square F Sig. 
Between Groups 13.062 4 3.266 4.304 .002 
Within Groups 555.359 732 .759     
Total 568.421 736       
  
 
Table 25 indicates the number of respondents in various occupations. The lowest 
mean of 2.34 was for respondents who were professionals. The highest mean of 2.70 
was obtained for students. A lower mean indicates that a higher number of 
professionals have an irresistible urge to buy with respect to impulse buying while the 
higher mean suggests on the contrary. Table 29 indicates the ANOVA values with the 
p value being 0.570 at 736 df. As indicated in the results occupation does not have a 
significant bearing on Irresistible urge to buy with respect to impulse buying, t(736) = 
0.570, p > 0.05. We therefore retain H8d10. 
 
Table 29: Irresistible Urge to Buy vs. Occupation through ANOVA 
 
 
Sum of 
Squares df Mean Square F Sig. 
Between Groups 2.985 5 .597 .772 .570 
Within Groups 565.436 731 .774     
Total 568.421 736       
                                                            
 
Table 25 indicates the number of respondents at various income levels. The lowest 
mean of 2.28 was for respondents who were earning an income between INR 10, 
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00,000 – 15, 00,000. The highest mean of 2.75 was obtained for those earning less 
than INR 3, 00, 000. A lower mean indicates that a higher number of respondents 
have an irresistible urge to buy with respect to impulse buying while the higher mean 
suggests on the contrary. Table 30 indicates the ANOVA values with the p value 
being 0.000 at 736 df. We reject H8e10 , as indicated in the results income does have 
a significant difference on irresistible urge to buy with respect to impulse buying, 
t(736) = 0.000, p < 0.05. 
 
Table 30: Irresistible Urge to Buy vs. Income through ANOVA 
  
  
Sum of 
Squares df 
Mean 
Square F Sig. 
Between 
Groups 
19.384 4 4.846 6.461 .000 
Within Groups 549.037 732 .750     
Total 568.421 736       
 
 
Table 25 indicates the number of respondents of both types – married/ unmarried. 
The lower mean of 2.38 was for respondents who were married. The higher mean of 
2.61 was obtained for those who were unmarried. A lower mean indicates that a 
higher number of respondents have an irresistible urge to buy with respect to impulse 
buying while the lower mean suggests on the contrary. Table 31 indicates the 
ANOVA values with the p value being 0.001 at 736 df. It is therefore concluded that 
as indicated in the results marital status has significant impact on irresistible urge to 
buy with respect to impulse buying, t(736) = 0.001, p < 0.05, hence we reject H8f10. 
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Table 31: Irresistible Urge to Buy vs. Marital Status through ANOVA 
 
 
Sum of 
Squares df 
Mean 
Square F Sig. 
Between Groups 8.687 1 8.687 11.407 .001 
Within Groups 559.734 735 .762     
Total 568.421 736       
 
Table 25 indicates the number of respondents at each level in the category of 
number of members in the family. The lower mean of 2.06 was for respondents who 
had more than 8 members in their household. The higher mean of 2.52 was obtained 
for those who had 6-8 members in their household. A  lower mean indicates that a 
higher number of respondents have an irresistible urge to buy with respect to impulse 
buying while the lower mean suggests on the contrary. Table 32 indicates the 
ANOVA values with the p value being 0.473 at 736 df.  As indicated in the results the 
number of members in the family does not have a significant impact on irresistible 
urge to buy with respect to impulse buying, t(736) = 0.473, p > 0.05. We therefore 
retain H8g10.  
 
Table 32: Irresistible Urge to Buy vs. Size of the household through ANOVA 
  
  
Sum of 
Squares df 
Mean 
Square F Sig. 
Between 
Groups 
1.942 3 .647 .838 .473 
Within Groups 566.480 733 .773     
Total 568.421 736       
 
4.4.8.2 Testing the Null Hypothesis H8a20 and its Sub Hypotheses through T- 
test and One way ANOVA for Emotional Conflict 
H8a20: There is no significant difference in gender and emotional conflict with respect 
to impulse buying among consumers.  
168 
 
H8a2: There is significant difference in gender and emotional conflict with respect to 
impulse buying among consumers. 
H8b20: There is no significant difference in age and emotional conflict with respect to 
impulse buying among consumers.  
H8b2: There is significant difference in age and emotional conflict with respect to 
impulse buying among consumers. 
H8c20: There is no significant difference in education and emotional conflict with 
respect to impulse buying among consumers.  
H8c2: There is significant difference in education and emotional conflict with respect 
to impulse buying among consumers. 
H8d20: There is no significant difference in occupation and emotional conflict with 
respect to impulse buying among consumers.  
H8d2: There is significant difference in occupation and emotional conflict with respect 
to impulse buying among consumers. 
H8e20: There is no significant difference in income and emotional conflict with respect 
to impulse buying among consumers.  
H8e2: There is significant difference in income and emotional conflict with respect to 
impulse buying among consumers. 
H8f20: There is no significant difference in marital status and emotional conflict with 
respect to impulse buying among consumers.  
H8f2: There is significant difference in marital status and emotional conflict with 
respect to impulse buying among consumers. 
H8g20: There is no significant difference in size of the household and emotional 
conflict with respect to impulse buying among consumers.  
H8g2: There is significant difference in size of the household and emotional conflict 
with respect to impulse buying among consumers. 
 
These hypotheses were tested first as they proposed the association of the 
independent and the dependent variables. The hypotheses from H8a20 to H8g20 which 
are based on the first dimension of the affective component i.e. the emotional conflict 
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were tested using T Test and ANOVA. The following section presents the results 
which are displayed from Table to 33 – 40. 
 
As defined by Younn (2000), ―The emotional conflict arises when the Consumer 
engages in a serious inner dialogue between buying on an impulse and the willpower 
to resist them. The consumers‘ inability to give in to buying impulses may result in 
experiencing a helpless feeling against the buying desire or a sense of being out of 
control.  It may be associated with negative feelings such as guilt or regret after 
impulsive purchases‖. 
 
Table 33 indicates the number of respondents in both male and female category. The 
mean value for the Males and females is 2.94 and 3.07 respectively. The lower mean 
of 2.94 was for males which indicates that a higher number of males face emotional 
conflict with respect to impulse buying. The higher mean of 3.07 was obtained for 
females which suggest that they do not suffer from such high degrees of emotional 
conflict. Table 34 indicates the t value as being 0.545 at 735 df. As indicated in the 
results gender has no significant impact on emotional conflict of consumers with 
respect to impulse buying, t (735) = 0.545, p > 0.05. We therefore retain H8a20. 
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Table 33: Emotional Conflict vs. Different Demographic Segments 
 
  Categories N Mean 
Std. 
Deviation 
Gender Female 352 3.07 0.824 
  Male 385 2.94 0.781 
Age 21 - 40 403 3.01 0.779 
  41 - 60 334 2.99 0.834 
Education 
Did not complete 
schooling 7 2.69 0.930 
  
Completed 
Schooling 71 2.96 0.900 
  
Completed 
Graduation 354 3.04 0.745 
  
Completed Post-
Graduation 259 2.98 0.815 
  Others 46 2.93 0.999 
Occupation Service 504 3.00 0.787 
  Self Employed 35 2.74 0.838 
  Professional 85 2.95 0.799 
  Housewives 98 3.21 0.818 
  Students 13 2.94 0.947 
  Others 2 2.00 1.414 
Income Up to 3,00,000 153 2.93 0.747 
  
Rs. 3,00,001 to 
5,00,000 148 2.95 0.809 
  
Rs. 5,00,001 to 
10,00,000 170 3.00 0.804 
  
Rs. 10,00,001 to 
15,00,000 134 3.00 0.812 
  Above 15,00,000 132 3.16 0.847 
Marital Status Married 520 3.04 0.810 
  Unmarried 217 2.92 0.785 
Size of the 
Household  Up to 2 115 3.10 0.837 
  5-Mar 549 2.99 0.795 
  8-Jun 63 2.93 0.847 
  More than 8 10 3.04 0.645 
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Table 34: Emotional Conflict vs. Gender through T- Test 
 
 
  
Levene's Test for 
Equality of 
Variances 
t-test for Equality of 
Means 
    F Sig. t df 
Sig. (2-
tailed) 
EC 
Equal 
variances 
assumed 0.366 0.545 
2.15
6 735 0.031 
  Equal 
variances not 
assumed 
  
2.15
1 720.338 0.032 
 
 
Table 35: Emotional Conflict vs. Gender through ANOVA 
 
 
Sum of 
Squares df 
Mean 
Square F Sig. 
Between 
Groups 
.120 1 .120 .186 .667 
Within Groups 475.792 735 .647     
Total 475.912 736       
 
Table 33 indicates the number of respondents in both age groups of 21-40 and 41-60 
category. The mean value for the age group 21-40 and 41-60 is 3.01 and 2.99 
respectively. There exists a very slight difference between the two means which 
indicates that age does not have a strong part to play in the emotional conflict of an 
individual with respect to impulse buying. Table 35 indicates the ANOVA values with 
the p value being 0.667 at 736 df.  As indicated in the results age has no significant 
impact on emotional conflict of consumers with respect to impulse buying, t (736) = 
0.667, p > 0.05. We therefore retain H8b20. This leads us to conclude that age does 
not have a significant impact on the emotional conflict of a consumer with respect to 
impulse buying. 
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Table 36: Emotional Conflict vs. Education through ANOVA 
 
 
 
Sum of 
Squares df 
Mean 
Square F Sig. 
Between 
Groups 
1.737 4 .434 .670 .613 
Within Groups 474.176 732 .648     
Total 475.912 736       
 
Table 33 indicates the number of respondents at various levels of the education. The 
mean values of consumers at various levels of their education are given in the Table. 
The lowest mean of 2.69 has been obtained for those consumers who had not 
completed their schooling. The highest mean of 3.04 has been for those consumers 
who had completed their graduation degrees. However, there does exists a 
substantial difference among all the means ranging from 2.69 to 3.04 which does 
suggest that education does play an important role in the emotional conflict of a 
consumer which he undergoes during  shopping. Table 36 indicates the ANOVA 
values with the p value being 0.613 at 736 df.  As indicated in the results education 
has no significant impact on emotional conflict of consumers with respect to impulse 
buying, t (736) = 0.613, p > 0.05. The Null Hypothesis H8c20 is therefore retained. This 
leads us to conclude that education does not have a significant impact on the 
emotional conflict of a consumer with respect to impulse buying. 
 
Table 33 indicates the number of respondents of various occupations. The mean 
values of consumers in various occupations are indicated in the Table. The lowest 
mean of 2.00 has been obtained for those consumers who had some other 
occupations which may be medical or consultancy etc. the next lower mean has been 
obtained for self employed individuals which suggest that a higher number of self 
employed consumers have an impulse buying inclination. The highest mean of 3.21 
has been for housewives. However, there does exists a substantial difference among 
all the means ranging from 2.00 to 3.21 which does suggest that occupation have an 
extremely significant role to play in the emotional conflict of a consumer which he 
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undergoes during  shopping. Table 37 indicates the ANOVA values with the p value 
being 0.016 at 736 df.  As indicated in the results occupation has a significant impact 
on emotional conflict of consumers with respect to impulse buying, t (736) = 0.016, p 
< 0.05. We therefore reject H8d20. This leads us to conclude that occupation does 
have a significant impact on the emotional conflict of a consumer with respect to 
impulse buying. 
 
Table 37: Emotional Conflict vs. Occupation through ANOVA 
 
 
Sum of 
Squares df 
Mean 
Square F Sig. 
Between 
Groups 
9.008 5 1.802 2.821 .016 
Within Groups 466.904 731 .639     
Total 475.912 736       
 
Table 33 indicates the number of respondents of at various income levels. The mean 
values of consumers at various income levels are indicated in the Table. The lowest 
mean of 2.93 has been obtained for those consumers who had an annual income of 
less than Rs. 3, 00,000. The highest mean of 3.15 has been obtained for consumers 
who have an annual income of more than Rs. 15, 00, 000. However, as is evident 
from the Table a substantial difference does not exist among all the means ranging 
from 2.93 to 3.15 which does suggest that income does have a very significant role to 
play in the emotional conflict of a consumer which he undergoes during shopping. 
Table 38 indicates the ANOVA values with the p value being 0.146 at 736 df.  As 
indicated in the results income has a significant impact on emotional conflict of 
consumers with respect to impulse buying, t (736) = 0.146, p < 0.05. The Null 
hypothesis H8e20 is rejected. This leads us to conclude that Income does have a 
significant impact on the emotional conflict of a consumer with respect to impulse 
buying. 
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Table 38: Emotional Conflict vs. Income through ANOVA 
 
 
Sum of 
Squares df Mean Square F Sig. 
Between Groups 4.407 4 1.102 1.710 .146 
Within Groups 471.505 732 .644     
Total 475.912 736       
 
Table 33 indicates the number of respondents regarding their being married or not. 
The mean values of consumers for those who were unmarried has been found to be 
(2.91) which is slightly lower than those who are married with a mean value of 3.04 . 
The mean of 2.91 has been obtained for unmarried consumers which indicate that 
more unmarried consumers undergo emotional conflict during impulse purchases. 
The higher mean of 3.04 has been obtained for consumers who were married which 
explains that married consumers do not have emotional conflict with respect to 
impulse buying. Table 39 indicates the ANOVA values with the p value being 0.063 at 
736 df.  As indicated in the results income has a significant impact on emotional 
conflict of consumers with respect to impulse buying, t (736) = 0.063, p > 0.05. 
Therefore, H8f30 is retained. This leads us to conclude that marriage does not have a 
significant impact on the emotional conflict of a consumer with respect to impulse 
buying. 
 
Table 39: Emotional Conflict vs. Marital Status through ANOVA 
 
 
Sum of 
Squares df 
Mean 
Square F Sig. 
Between 
Groups 
2.237 1 2.237 3.471 .063 
Within Groups 473.675 735 .644     
Total 475.912 736       
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Table 33 indicates the number of members in the house of respondents. The mean 
values for those consumers who had 6-8 members living in their house were found to 
be 2.93.  The highest mean of 3.10 has been obtained for those consumers who 
have only 2 members in their house. This therefore suggests that when there are 
more members in the house it is extremely difficult to not indulge in impulse buying. 
Table 40 indicates the ANOVA values with the p value being 0.474 at 736 df.  As 
indicated in the results income has a significant impact on emotional conflict of 
consumers with respect to impulse buying, t (736) = 0.474, p > 0.05. Therefore, H8g30 
is retained. This leads us to conclude that number of members in the house does not 
have a significant impact on the emotional conflict of a consumer with respect to 
impulse buying. 
 
Table 40: Emotional Conflict vs. Marital Status through ANOVA 
 
 
Sum of 
Squares df 
Mean 
Square F Sig. 
Between Groups 1.625 3 .542 .837 .474 
Within Groups 474.287 733 .647     
Total 475.912 736       
 
4.4.8.3 Testing the Null Hypothesis H8a30 and its Sub Hypotheses through T- 
test and One way ANOVA for Positive Buying Emotions 
H8a30: There is no significant difference in gender and positive buying emotions with 
respect to impulse buying among consumers.  
H8a3: There is significant difference in gender and positive buying emotions with 
respect to impulse buying among consumers. 
H8b30: There is no significant difference in age and positive buying emotions with 
respect to impulse buying among consumers.  
H8b3: There is significant difference in age and positive buying emotions with respect 
to impulse buying among consumers. 
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H8c30: There is no significant difference in education and positive buying emotions 
with respect to impulse buying among consumers.  
H8c3: There is significant difference in education and positive buying emotions with 
respect to impulse buying among consumers. 
H8d30: There is no significant difference in occupation and positive buying emotions 
with respect to impulse buying among consumers.  
H8d3: There is significant difference in occupation and positive buying emotions with 
respect to impulse buying among consumers. 
H8e30: There is no significant difference in income and positive buying emotions with 
respect to impulse buying among consumers.  
H8e3: There is significant difference in income and positive buying emotions with 
respect to impulse buying among consumers. 
H8f30: There is no significant difference in marital status and positive buying emotions 
with respect to impulse buying among consumers.  
H8f3: There is significant difference in marital status and positive buying emotions 
with respect to impulse buying among consumers. 
H8g30: There is no significant difference in size of the household and positive buying 
emotions with respect to impulse buying among consumers.  
H8g3: There is significant difference in size of the household and emotional conflict 
with respect to impulse buying among consumers. 
These hypotheses were tested first as they proposed the association of the 
independent and the dependent variables. The hypotheses from H8a30 to H8g30 which 
are based on the first dimension of the affective component i.e. the Positive Buying 
Emotions were tested using T Test and ANOVA. The following section presents the 
results which are displayed from Table to 41 - 48. 
 
Positive buying emotions were the name given to the Younn (2000) study after a long 
deliberation of thoughts and research. This was referred in the earlier literature as 
―susceptibility to emotional states‖. Affective aspects differentiate impulse buying 
from non impulse buying in two different ways: ―susceptibility to emotional states‖ 
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(emotion in motivation) at the pre – purchase stages and ―emotional arousal‖ at the 
post purchase stage. Consumers emotional states at both pre and post purchase 
stages play more dynamic role for impulse buyers than they do for non impulse 
buyers. Clearly, impulsive buying might be characterized by buying activities aimed 
towards emotional or sensory gratification.  
 
Table 41 indicates the number of respondents in both male and female category. The 
mean value for the Males and females is 2.93 and 2.97 respectively. The lower mean 
of 2.93 was for males which indicates that a higher number of males undergo positive 
buying emotions with respect to impulse buying. The higher mean of 2.97 was 
obtained for females which suggest that they do not suffer from such high degrees of 
positive buying emotions. However, this may not be said with such certainty as the 
difference between the two means is not substantial. Table 42 indicates the t value 
being 0.233 at 735 df.  As indicated in the results t (735) = 0.233, p > 0.05. We 
therefore retain H8a30; gender has no significant impact on emotional conflict of 
consumers with respect to impulse buying. 
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Table 41: Positive Buying Emotions vs. Different Demographic Segments 
  Categories N Mean 
Std. 
Deviation 
Gender Female 352 2.98 1.071 
  Male 385 2.93 1.028 
Age 21 - 40 403 3.09 1.022 
  41 - 60 334 2.79 1.057 
Education 
Did not complete 
schooling 7 2.61 1.322 
  Completed Schooling 71 2.95 0.889 
  Completed Graduation 354 3.05 0.968 
  
Completed Post -
Graduation 259 2.88 1.146 
  Others 46 2.70 1.199 
Occupation Service 504 2.97 1.010 
  Self Employed 35 2.74 1.105 
  Professional 85 2.95 1.132 
  Housewives 98 2.95 1.129 
  Students 13 2.98 1.201 
  Others 2 2.00 1.414 
Income Up to 3,00,000 153 2.98 0.961 
  
Rs. 3,00,001 to 
5,00,000 148 2.89 1.016 
  
Rs. 5,00,001 to 
10,00,000 170 3.10 1.042 
  
Rs. 10,00,001 to 
15,00,000 134 2.78 1.078 
  Above 15,00,000 132 2.97 1.141 
Marital Status Married 520 2.90 1.077 
  Unmarried 217 3.08 0.968 
Size of the 
Household  Up to 2 115 3.01 1.080 
  3 -5 549 2.95 1.049 
  6 -8  63 2.93 1.000 
  More than 8 10 2.85 1.055 
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Table 42: Positive Buying Emotions vs Gender through T – Test 
 
   
Levene's Test for 
Equality of 
Variances 
t-test for Equality of 
Means 
    F Sig. t df 
Sig. (2-
tailed) 
PBE Equal 
variances 
assumed 1.426 0.233 0.552 735 0.581 
  Equal 
variances not 
assumed     0.551 722.52 0.582 
 
Table 43: Positive Buying Emotions vs. Age through ANOVA 
 
Sum of 
Squares df 
Mean 
Square F Sig. 
Between 
Groups 
16.715 1 16.715 15.510 .000 
Within Groups 792.084 735 1.078     
Total 808.799 736       
 
 
Table 41 indicates the number of respondents in both age groups of 21-40 and 41-60 
category. The mean value for the age group 21-40 and 41-60 is 3.09 and 2.79 
respectively. Here, we can safely say that there exists a substantial difference 
between the two means which indicates that age does have a strong part to play in 
the positive buying emotion of emotional conflict of a consumer with respect to 
impulse buying. Table 43 indicates the ANOVA values with the p value being 0.000 at 
736 df.  As indicated in the results age has a significant impact on positive buying 
emotions of consumers with respect to impulse buying, t (736) = 0.000, p < 0.05. This 
leads us to conclude that age does have a significant impact on the positive buying 
emotion of a consumer with respect to impulse buying. We therefore, reject H8b30. 
 
Table 41 indicates the number of respondents at various levels of the education. The 
mean values of consumers at various levels of their education are given in the Table. 
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The lowest mean of 2.60 has been obtained for those consumers who had not 
completed their schooling. The highest mean of 3.05 has been for those consumers 
who had completed their graduation degrees. However, there does exists a 
substantial difference among all the means ranging from 2.60 to 3.05 which does 
suggest that education does play an important role in the positive buying emotion of a 
consumer which he undergoes during  shopping. Table 44 indicates the ANOVA 
values with the p value being 0.092 at 736 df.  As indicated in the results education 
has a significant impact on positive buying emotions of consumers with respect to 
impulse buying, t (736) = 0.092, p > 0.05. The Null hypothesis H8c30 is retained. This 
leads us to conclude that education does not have a significant impact on the positive 
buying emotion of a consumer with respect to impulse buying.  
 
Table 44: Positive Buying Emotions vs. Education through ANOVA 
 
Sum of 
Squares df 
Mean 
Square F Sig. 
Between Groups 8.781 4 2.195 2.009 .092 
Within Groups 800.018 732 1.093     
Total 808.799 736       
 
Table 41 indicates the number of respondents of various occupations. The mean 
values of consumers in various occupations are indicated in the Table. The lowest 
mean of 2.00 has been obtained for those consumers who had some other 
occupations which may be medical or consultancy etc. the next lower mean of 2.73 
has been obtained for self employed individuals which suggest that a higher number 
of self employed consumers have an impulse buying inclination. The highest mean of 
2.98 has been for students. However, there does exists a substantial difference 
among all the means ranging from 2.00 to 2.98 which does suggest that occupation 
has an extremely significant role to play in the positive buying emotion of a consumer 
which he undergoes during  shopping. Table 45 indicates the ANOVA values with the 
p value being 0.648 at 736 df.  As indicated in the results occupation has a significant 
impact on positive buying emotion of consumers with respect to impulse buying, t 
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(736) = 0.648, p > 0.05. Therefore, H8d30 is retained. This leads us to conclude that 
occupation does not have a significant impact on the positive buying emotion of a 
consumer with respect to impulse buying. 
 
Table 45: Positive Buying Emotions vs. Occupation through ANOVA 
 
Sum of 
Squares df 
Mean 
Square F Sig. 
Between 
Groups 
3.680 5 .736 .668 .648 
Within Groups 805.119 731 1.101     
Total 808.799 736       
 
Table 41 indicates the number of respondents of at various income levels. The mean 
values of consumers at various income levels are indicated in the Table. The lowest 
mean of 2.78 has been obtained for those consumers who had an annual income 
between Rs. 10, 00,000 – Rs.15, 00,000. The highest mean of 3.10 has been 
obtained for consumers who have an annual income of between Rs.5, 00, 000 – Rs. 
10, 00, 000. However, as is evident from the Table a substantial difference does not 
exist among all the means ranging from 2.78 to 3.10 which does suggest that income 
has a very significant role to play in the positive buying emotion of a consumer which 
he undergoes during shopping. Table 46 indicates the ANOVA values with the p 
value being 0.101 at 736 df.  As indicated in the results income has a significant 
impact on emotional conflict of consumers with respect to impulse buying, t (736) = 
0.101, p > 0.05. Therefore H8e30 is retained.  This leads us to conclude that Income 
does not have a significant impact on the positive buying emotion of a consumer with 
respect to impulse buying. 
Table 46: Positive Buying Emotions vs. Income through ANOVA 
 
Sum of 
Squares df 
Mean 
Square F Sig. 
Between Groups 8.517 4 2.129 1.948 .101 
Within Groups 800.282 732 1.093     
Total 808.799 736       
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Table 41 indicates the number of respondents regarding their being married or not. 
The mean values of consumers for those who were married has been found to be 
2.89 which is slightly lower   than those who are unmarried with a mean value of 
3.08. This indicates that that more married consumers undergo positive buying 
emotion during impulse purchases. Table 47 indicates the ANOVA values with the p 
value being 0.032 at 736 df.  As indicated in the results marriage has a significant 
impact on positive buying emotion of consumers with respect to impulse buying in 
consumers, t (736) = 0.032, p < 0.05. The Null Hypothesis H8f30 is rejected. This 
leads us to conclude that marriage does have a significant impact on the positive 
buying emotion of a consumer with respect to impulse buying. 
 
Table 47: Positive Buying Emotions vs. Marital Status through ANOVA 
 
 
Sum of 
Squares df 
Mean 
Square F Sig. 
Between 
Groups 
5.023 1 5.023 4.593 .032 
Within Groups 803.776 735 1.094     
Total 808.799 736       
 
Table 41 indicates the number of members in the house of respondents. The mean 
values for those consumers who had more than 8 members living in their house were 
found to be 2.85.The highest mean of 3.01 has been obtained for those consumers 
who have only 2 members in their house. This therefore suggests that when there 
are more members in the house it is extremely difficult to not indulge in impulse 
buying. Table 48 indicates the ANOVA values with the p value being 0.917 at 736 df.  
As indicated in the results income has a significant impact on emotional conflict of 
consumers with respect to impulse buying, t (736) = 0.917, p > 0.05. The Null 
Hypothesis H8g30 is retained. This leads us to conclude that number of members in 
the house does not have a significant impact on the positive buying emotion of a 
consumer with respect to impulse buying. 
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Table 48: Positive Buying Emotions vs. Size of the household through ANOVA 
 
 
Sum of 
Squares df 
Mean 
Square F Sig. 
Between 
Groups 
.561 3 .187 .170 .917 
Within Groups 808.238 733 1.103     
Total 808.799 736       
 
4.4.8.4 Testing the Null Hypothesis H8a40 and its Sub Hypotheses through T- 
test and One way ANOVA for Mood Management 
H8a40: There is no significant difference in gender and mood management with 
respect to impulse buying among consumers.  
H8a4: There is significant difference in gender and mood management with respect to 
impulse buying among consumers. 
H8b40: There is no significant difference in age and mood management with respect 
to impulse buying among consumers.  
H8b4: There is significant difference in age and mood management with respect to 
impulse buying among consumers. 
H8c40: There is no significant difference in education and mood management with 
respect to impulse buying among consumers.  
H8c4: There is significant difference in education and mood management with respect 
to impulse buying among consumers. 
H8d40: There is no significant difference in occupation and mood management with 
respect to impulse buying among consumers.  
H8d4: There is significant difference in occupation and mood management with 
respect to impulse buying among consumers. 
H8e40: There is no significant difference in income and mood management with 
respect to impulse buying among consumers.  
H8e4: There is significant difference in income and mood management with respect to 
impulse buying among consumers. 
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H8f40: There is no significant difference in marital status and mood management with 
respect to impulse buying among consumers.  
H8f4: There is significant difference in marital status and mood management with 
respect to impulse buying among consumers. 
H8g40: There is no significant difference in size of the household and mood 
management with respect to impulse buying among consumers.  
H8g4: There is significant difference in size of the household and mood management 
with respect to impulse buying among consumers. 
These hypotheses were tested first as they proposed the association of the 
independent and the dependent variables. The hypotheses from H8a40 to H8g40 which 
are based on the first dimension of the affective component i.e. the Mood 
Management were tested using T Test and ANOVA. The following section presents 
the results which are displayed from Table to 49 -55. 
 
This factor primarily refers to the mood regulating function of impulse buying. A major 
motivation behind impulse buying is to relieve negative feeling states such as 
depression or anxiety. Impulse buying is in part motivated by the consumer‘s desire 
to change or manage their feelings or moods. 
 
The Table 49 indicates the details regarding Gender with respect to the ‗Mood 
Management‘. The mean value for the Males and females is 2.23 and 2.27 
respectively showing a very slight difference in their means.  The Table 50 indicates 
the t scores with the p value being 0.152 at 735 df.  As can be seen from the results 
there does exist a significant difference between gender and mood management 
where the former does have a role to play in the latter, t (735) = 0.152, p > 0.05. The 
Null Hypothesis H8a40 is therefore retained. This concludes that gender does have a 
significant impact on the positive buying emotions with respect to impulse buying 
among consumers.  
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Table 49: Mood Management vs. Different Demographic Segments 
 
  Categories N Mean 
Std. 
Deviation 
Gender Female 352 2.37 0.984 
  Male 385 2.23 0.912 
Age 21 - 40 403 2.36 0.984 
  41 - 60 334 2.23 0.902 
Education 
Did not 
complete 
schooling 7 2.60 1.007 
  
Completed 
Schooling 71 2.54 0.876 
  
Completed 
Graduation 354 2.36 0.908 
  
Completed Post-
Graduation 259 2.18 0.985 
  Others 46 2.13 1.060 
Occupation Service 504 2.29 0.958 
  Self Employed 35 2.42 0.914 
  Professional 85 2.32 1.013 
  Housewives 98 2.33 0.881 
  Students 13 2.00 0.787 
  Others 2 1.30 0.424 
Income Up to 3,00,000 153 2.57 0.866 
  
Rs. 3,00,001 to 
5,00,000 148 2.22 0.904 
  
Rs. 5,00,001 to 
10,00,000 170 2.27 0.936 
  
Rs. 10,00,001 to 
15,00,000 134 2.19 0.979 
  
Above 
15,00,000 132 2.22 1.028 
Marital Status Married 520 2.21 0.916 
  Unmarried 217 2.51 0.997 
Size of the 
Household  Up to 2 115 2.31 0.921 
  3 – 5  549 2.30 0.950 
  6 - 8 63 2.36 1.024 
  More than 8 10 1.92 0.713 
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Table 50: Mood management vs. Gender through T- test 
 
 
  
Levene's Test for 
Equality of 
Variances t-test for Equality of Means 
F Sig. t df 
Sig. (2-
tailed) 
MM Equal 
variances 
assumed 2.059 0.152 2.004 735 0.045 
Equal 
variances not 
assumed     1.998 715.582 0.046 
 
As indicated in Table 49 the numbers of respondents in the age group 21-40 were 
403 (55%) and in age group 41-60 were 334 (45%).  Table 51 indicates the ANOVA 
values with the p value being 0.077 at 735 df. As indicated in the results Age has 
significant bearing on mood management with respect to impulse buying, t (735) = 
0.077, p > 0.05. We therefore retain the Null Hypothesis H8b40 on the basis of the 
above. It may therefore be concluded that age does not have a significant impact with 
mood management with respect to impulse buying among consumers.  
 
Table 51: Mood management vs. Age through ANOVA 
 
 
Sum of 
Squares df 
Mean 
Square F Sig. 
Between 
Groups 
2.812 1 2.812 3.131 .077 
Within Groups 660.157 735 .898     
Total 662.970 736       
 
Table 49 indicates the number of respondents at various levels of their education. 
The lowest mean of 2.17 was for respondents who have completed their post 
graduation. The highest mean of 2.60 was obtained for those respondents who had 
not completed their schooling. A lower mean indicates that a Post graduates have 
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mood management problems with respect to impulse buying. Table 52 indicates the 
ANOVA values with the p value being 0.016 at 736 df. As indicated in the results t 
(736) = 0.016, p < 0.05, we therefore reject H8c40. It may be concluded that education 
has a significant bearing on mood management with respect to impulse buying. 
 
Table 52: Mood management vs. Education through ANOVA 
 
 
Sum of 
Squares df 
Mean 
Square F Sig. 
Between 
Groups 
10.956 4 2.739 3.075 .016 
Within Groups 652.014 732 .891     
Total 662.970 736       
 
Table 49 indicates the number of respondents in various occupations. The lowest 
mean of 2.00 was for respondents who were students. The highest mean of 2.41 was 
obtained for students. A lower mean indicates that a higher number of professionals 
have mood management with respect to impulse buying while the lower mean 
suggests on the contrary. Table 53 indicates the ANOVA values with the p value 
being 0.523 at 736 df. As indicated in the results occupation does not have a 
significant bearing on mood management with respect to impulse buying, t (736) = 
0.523, p > 0.05. We therefore retain H8d40. This leads us to conclude that occupation 
does not have a significant association with mood management with respect to 
impulse buying among consumers.  
 
Table 53: Mood management vs. Occupation through ANOVA 
 
 
Sum of 
Squares df 
Mean 
Square F Sig. 
Between 
Groups 
3.779 5 .756 .838 .523 
Within Groups 659.190 731 .902     
Total 662.970 736       
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Table 49 indicates the number of respondents at various income levels. The lowest 
mean of 2.18 was for respondents who were earning an income of less than INR 10, 
00,000 – 15, 00,000. The highest mean of 2.57 was obtained for those earning less 
than INR 3, 00, 000. A lower mean indicates that a higher number of respondents 
have mood management with respect to impulse buying while the lower mean 
suggests on the contrary. Table 54 indicates the ANOVA values with the p value 
being 0.002 at 736 df. We reject H8e40, as indicated in the results t (736) = 0.002, p < 
0.05. This leads us to conclude that income does have a significant difference on 
mood management with respect to impulse buying, 
 
Table 54: Mood management vs. Income through ANOVA 
 
 
Sum of 
Squares df 
Mean 
Square F Sig. 
Between 
Groups 
14.812 4 3.703 4.182 .002 
Within Groups 648.158 732 .885   
Total 662.970 736    
 
Table 49 indicates the number of respondents of both types – married/ unmarried. 
The lower mean of 2.21 was for respondents who were married. The higher mean of 
2.51 was obtained for those who were unmarried. A lower mean indicates that a 
higher number of respondents have an mood management with respect to impulse 
buying while the lower mean suggests on the contrary. Table 55 indicates the 
ANOVA values with the p value being 0.000 at 736 df, t (736) = 0.000, p < 0.05, 
hence we reject H8f40. It is therefore concluded that as indicated in the results marital 
status has significant impact on mood management with respect to impulse buying. 
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Table 55: Mood management vs. Marital Status ANOVA 
 
 
Sum of 
Squares df 
Mean 
Square F Sig. 
Between 
Groups 
13.102 1 13.102 14.818 .000 
Within Groups 649.868 735 .884     
Total 662.970 736       
 
Table 49 indicates the number of respondents at each level in the category of 
number of members in the family. The lower mean of 1.92 was for respondents who 
had more than 8 members in their household. The higher mean of 2.36 was obtained 
for those who had 6-8 members in their household. A  lower mean indicates that a 
higher number of respondents have an mood management with respect to impulse 
buying while the lower mean suggests on the contrary. Table 55a indicates the 
ANOVA values with the p value being 0.593 at 736 df.  As indicated in the results t 
(736) = 0.593, p > 0.05, we therefore retain H8g40. This leads us to conclude that the 
number of members in the family does not have a significant impact on mood 
management with respect to impulse buying.  
 
Table 55a: Mood management vs. Size of household through ANOVA 
 
 
Sum of 
Squares df 
Mean 
Square F Sig. 
Between 
Groups 
1.718 3 .573 .635 .593 
Within Groups 661.251 733 .902     
Total 662.970 736       
 
4.4.9 Null Hypothesis H90 and its Sub hypotheses 
This hypothesis deals with the demographic influence on the dimensions of the 
cognitive component – cognitive deliberation, disregard for the future and unplanned 
buying. Through this hypothesis it may be tested whether there is a significant 
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difference among consumers with regard to the above dimensions. The relationships 
between the cognitive component and impulse buying have been hypothesized and 
are represented by the ninth hypothesis H9 and its sub hypotheses which range from 
H9a0 to H9g0.  
 
H90: There is no significant difference across different demographic segments 
(gender, age, education, occupation, income, marital status, size of household) 
and the dimensions of the cognitive component (cognitive deliberation, 
disregard for the future and unplanned buying) with respect to impulse buying 
among consumers.  
H9: There is significant difference across different demographic segments 
(gender, age, education, occupation, income, marital status, size of household) 
and the dimensions of the affective component (cognitive deliberation, 
disregard for the future and unplanned buying) with respect to impulse buying 
among consumers. 
4.4.9.1Testing the Null Hypothesis H9a10 and its Sub Hypotheses through T- test 
and One way ANOVA for cognitive deliberation 
H9a10: There is no significant difference in gender and cognitive deliberation with 
respect to impulse buying among consumers.  
H9a1: There is significant difference in gender and cognitive deliberation with respect 
to impulse buying among consumers. 
H9b10: There is no significant difference in age and cognitive deliberation with respect 
to impulse buying among consumers.  
H9b1: There is significant difference in age and cognitive deliberation with respect to 
impulse buying among consumers. 
H8c10: There is no significant difference in education and cognitive deliberation with 
respect to impulse buying among consumers.  
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H9c1: There is significant difference in education and cognitive deliberation with 
respect to impulse buying among consumers. 
H9d10: There is no significant difference in occupation and cognitive deliberation with 
respect to impulse buying among consumers.  
H9d1: There is significant difference in occupation and cognitive deliberation with 
respect to impulse buying among consumers. 
H9e10: There is no significant difference in income and cognitive deliberation with 
respect to impulse buying among consumers.  
H9e1: There is significant difference in income and cognitive deliberation with respect 
to impulse buying among consumers. 
H9f10: There is no significant difference in marital status and cognitive deliberation 
with respect to impulse buying among consumers.  
H9f1: There is significant difference in marital status and cognitive deliberation with 
respect to impulse buying among consumers. 
H9g10: There is no significant difference in size of the household and cognitive 
deliberation with respect to impulse buying among consumers.  
H9g1: There is significant difference in size of the household and cognitive 
deliberation with respect to impulse buying among consumers. 
These hypotheses were tested first as they proposed the association of the 
independent and the dependent variables. The hypotheses from H9a10 to H9g10 which 
are based on the first dimension of the cognitive component i.e. cognitive deliberation 
were tested using T Test and ANOVA. The following section presents the results 
which are displayed from Table to 56 - 63. 
 
Younn (2000) suggests that cognitive deliberation may be said to be ―a sudden urge 
to act without any deliberation or evaluation of consequences‖. This explains the 
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belief that the tendency to buy something on whim is accompanied by minimal 
cognitive efforts. Subsequently a lack of cognitive deliberation may result in being 
faced with undesirable outcomes such as product disappointment, regret, guilt 
feelings, low self esteem and even financial hardship.  
 
The Table 56 indicates the details regarding Gender with respect to the ‗cognitive 
deliberation‘. The mean value for the Males and females is 3.24 and 2.90 
respectively showing a substantial difference in their means. A lower mean indicates 
that females deliberate to a greater extent as compared to males.  The Table 57 
indicates the T scores with the p value being 0.824 at 735 df.  As can be seen from 
the results t (735) =0.824, p > 0.05 retain H9a10. There exists a significant difference 
between gender and cognitive deliberation where the former does have a role to 
play in the latter. 
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Table 56: Cognitive Deliberation vs. Different Demographic Segments 
  Categories N Mean 
Std. 
Deviation 
Gender Female 352 2.90 0.999 
  Male 385 3.24 1.005 
Age 21 - 40 403 3.37 0.947 
  41 - 60 334 2.73 0.988 
Education 
Did not complete 
schooling 7 2.57 0.969 
  
Completed 
Schooling 71 2.88 0.810 
  
Completed 
Graduation 354 3.14 0.987 
  
Completed Post-
Graduation 259 3.00 1.066 
  Others 46 3.39 1.142 
Occupation Service 504 3.16 0.974 
  Self Employed 35 2.97 1.083 
  Professional 85 3.31 1.028 
  Housewives 98 2.57 1.006 
  Students 13 2.63 1.092 
  Others 2 2.60 2.263 
Income Up to 3,00,000 153 3.22 0.899 
  
Rs. 3,00,001 to 
5,00,000 148 3.37 0.917 
  
Rs. 5,00,001 to 
10,00,000 170 3.18 1.091 
  
Rs. 10,00,001 to 
15,00,000 134 2.73 0.993 
  Above 15,00,000 132 2.80 1.025 
Marital Status Married 520 2.98 1.039 
  Unmarried 217 3.31 0.919 
Size of the 
Household  Up to 2 115 3.04 1.014 
  3 - 5  549 3.07 1.013 
  6 - 8 63 3.13 1.042 
  More than 8 10 3.42 1.085 
 
 
 
194 
 
Table 57: Cognitive Deliberation vs. Gender through T Test 
 
 
  
Levene's Test for 
Equality of 
Variances 
t-test for Equality of 
Means 
    F Sig. t df 
Sig. (2-
tailed) 
Cognitive 
Deliberati
on 
Equal 
variances 
assumed 0.049 0.824 -4.677 735 0 
  Equal 
variances not 
assumed     -4.678 
729.8
63 0 
 
As indicated in Table 56 the numbers of respondents in the age group 21-40 were 403 
(55%) and in age group 41-60 were 334 (45%). The mean value for the age group 21-
40 is 3.37 while for the age group 41-60 is 2.73 which shows a substantial difference 
in their means. A lower mean indicates that the individuals in the age group of 41-60 
deliberate to a greater extent as compared to individuals of 21-40.  Table 58 indicates 
the ANOVA values with the p value being 0.000 at 735 df, t (735) = 0.000, p < 0.05. 
We therefore reject H9b10 on the basis of the above. As indicated in the results Age 
has significant bearing on cognitive deliberation with respect to impulse buying,  
 
Table 58: Cognitive Deliberation vs. Age through ANOVA 
 
 
Sum of 
Squares df 
Mean 
Square F Sig. 
Between 
Groups 
74.111 1 74.111 79.470 .000 
Within Groups 685.432 735 .933     
Total 759.542 736       
 
Table 56 indicates the number of respondents at various levels of their education. 
The lowest mean of 2.57 was for respondents who had not completed their 
schooling. The highest mean of 3.14 was obtained for those respondents who had 
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not completed their graduation. A lower mean indicates that a higher number of 
individuals deliberate to a greater degree with respect to impulse buying. Table 59 
indicates the ANOVA values with the p value being 0.019 at 736 df. As indicated in 
the results education has a significant bearing on cognitive deliberation with respect 
to impulse buying, t (736) = 0.019, p < 0.05.   We therefore reject H9c10. It may be 
concluded that there does exist a significant association between education and 
cognitive deliberation with respect to impulse buying among consumers.   
 
Table 59: Cognitive Deliberation vs. Education through ANOVA 
 
 
Sum of 
Squares df 
Mean 
Square F Sig. 
Between 
Groups 
12.169 4 3.042 2.980 .019 
Within Groups 747.374 732 1.021     
Total 759.542 736       
 
Table 56 indicates the number of respondents in various occupations. The lowest 
mean of 2.57 was for respondents who were housewives. The highest mean of 3.31 
was obtained for professionals. A lower mean indicates that a higher number of 
professionals have higher degree of cognitive deliberation with respect to impulse 
buying while the lower mean suggests on the contrary. Table 60 indicates the 
ANOVA values with the p value being 0.000 at 736 df. As indicated in the results t 
(736) = 0.000, p < 0.05. We therefore reject H9d10. It may be concluded that 
occupation does not have a significant bearing on cognitive deliberation with respect 
to impulse buying. 
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Table 60: Cognitive Deliberation vs. Occupation through ANOVA 
 
 
Sum of 
Squares df 
Mean 
Square F Sig. 
Between 
Groups 
36.340 5 7.268 7.346 .000 
Within Groups 723.202 731 .989     
Total 759.542 736       
 
Table 56 indicates the number of respondents at various income levels. The lowest 
mean of 2.73 was for respondents who were earning an income between INR 10, 
00,000 – 15, 00,000. The highest mean of 3.36 was obtained for those earning 
between INR 3, 00, 00 - INR 5, 00, 000. A lower mean indicates that a higher number 
of respondents have a greater degree of cognitive deliberation with respect to 
impulse buying while the lower mean suggests on the contrary. Table 61 indicates 
the ANOVA values with the p value being 0.000 at 736 df, t (736) = 0.000, p < 
0.05.We therefore reject H9e10. It may be concluded that income does have a 
significant difference on cognitive deliberation with respect to impulse buying.  
 
Table 61: Cognitive Deliberation vs. Income through ANOVA 
 
 
Sum of 
Squares df 
Mean 
Square F Sig. 
Between 
Groups 
43.390 4 10.848 11.088 .000 
Within Groups 716.152 732 .978     
Total 759.542 736       
 
Table 56 indicates the number of respondents of both types – married/ unmarried. 
The lower mean of 2.98 was for respondents who were married. The higher mean of 
3.30 was obtained for those who were unmarried. There exists a substantial 
difference between the two means. A lower mean indicates that a higher number of 
respondents have an irresistible urge to buy with respect to impulse buying while the 
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lower mean suggests on the contrary. Table 62 indicates the ANOVA values with the 
p value being 0.000 at 736 df, t (736) = 0.000, p < 0.05, hence we reject H91f0. It is 
therefore concluded that as indicated in the results marital status has significant 
impact on irresistible urge to buy with respect to impulse buying,  
 
Table 62: Cognitive Deliberation vs. Marital Status through ANOVA 
 
 
Sum of 
Squares df 
Mean 
Square F Sig. 
Between 
Groups 
16.641 1 16.641 16.464 .000 
Within Groups 742.902 735 1.011     
Total 759.542 736       
 
Table 56 indicates the number of respondents at each level in the category of 
number of members in the family. The lower mean of 3.02 was for respondents who 
had 2 members in their household. The higher mean of 3.42 was obtained for those 
who had more than 8 members in their household. A  lower mean indicates that a 
higher number of respondents have a greater degree of cognitive deliberation with 
respect to impulse buying while the lower mean suggests on the contrary. Table 63 
indicates the ANOVA values with the p value being 0.680 at 736 df.  As indicated in 
the results t (736) = 0.680, p > 0.05. We therefore retain H91g0. It may be concluded 
that the number of members in the family does not have a significant impact on 
cognitive deliberation with respect to impulse buying,  
 
Table 63: Cognitive Deliberation vs. Size of the Household through ANOVA 
 
 
Sum of 
Squares df 
Mean 
Square F Sig. 
Between 
Groups 
1.560 3 .520 .503 .680 
Within Groups 757.982 733 1.034     
Total 759.542 736       
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4.4.9.2 Testing the Null Hypothesis H9a20 and its Sub Hypotheses through T- 
test and One way ANOVA for disregard for the future.  
This hypothesis deals with the demographic influence on the dimensions of the 
cognitive component –disregard for the future. Through this hypothesis it may be 
tested whether there is a significant difference among consumers with regard to the 
above dimensions. The relationships between the cognitive component and impulse 
buying have been hypothesized and are represented by the ninth hypothesis H9 and 
its sub hypotheses which range from H9a20 to H9g20.  
 
H9a20: There is no significant difference in gender and disregard for the future with 
respect to impulse buying among consumers.  
H9a2: There is significant difference in gender and disregard for the future with 
respect to impulse buying among consumers. 
H9b20: There is no significant difference in age and disregard for the future with 
respect to impulse buying among consumers.  
H9b2: There is significant difference in age and disregard for the future with respect to 
impulse buying among consumers. 
H9c20: There is no significant difference in education and disregard for the future with 
respect to impulse buying among consumers.  
H9c2: There is significant difference in education and disregard for the future with 
respect to impulse buying among consumers. 
H9d20: There is no significant difference in occupation and disregard for the future 
with respect to impulse buying among consumers.  
H9d2: There is significant difference in occupation and disregard for the future with 
respect to impulse buying among consumers. 
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H9e20: There is no significant difference in income and disregard for the future with 
respect to impulse buying among consumers.  
H9e2: There is significant difference in income and disregard for the future with 
respect to impulse buying among consumers. 
H9f20: There is no significant difference in marital status and disregard for the future 
with respect to impulse buying among consumers.  
H9f2: There is significant difference in marital status and disregard for the future with 
respect to impulse buying among consumers. 
H9g20: There is no significant difference in size of the household and disregard for the 
future with respect to impulse buying among consumers.  
H9g2: There is significant difference in size of the household and disregard for the 
future with respect to impulse buying among consumers. 
These hypotheses were tested first as they proposed the association of the 
independent and the dependent variables. The hypotheses from H9a10 to H9g10 which 
are based on the first dimension of the cognitive component i.e. cognitive deliberation 
were tested using T Test and ANOVA. The following section presents the results 
which are displayed from Table to 64 - 71. 
Disregard for the future has been explained by Younn (2000) as ―the temptation to 
succumb to one‘s buying impulses may threaten a person‘s budget, diet, schedule, 
self esteem, social approval or reputation. Descriptions such as emphasizing the 
present, carefree in spending or problematic spending belong to this feature of 
impulse buying.  
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Table 64: Disregard for the future vs. Different Demographic Segments 
  Categories N Mean 
Std. 
Deviation 
Gender Female 352 1.88 0.929 
  Male 385 2.10 0.954 
Age 21 - 40 403 2.09 0.928 
  41 - 60 334 1.89 0.962 
Education 
Did not complete 
schooling 7 2.57 0.976 
  Completed Schooling 71 2.23 1.018 
  Completed Graduation 354 2.05 0.941 
  
Completed Post-
Graduation 259 1.86 0.926 
  Others 46 1.85 0.902 
Occupation Service 504 1.99 0.930 
  Self Employed 35 2.20 1.082 
  Professional 85 2.10 0.930 
  Housewives 98 1.85 0.979 
  Students 13 2.23 1.092 
  Others 2 1.00 0.000 
Income Up to 3,00,000 153 2.29 0.961 
  
Rs. 3,00,001 to 
5,00,000 148 1.99 0.989 
  
Rs. 5,00,001 to 
10,00,000 170 1.81 0.820 
  
Rs. 10,00,001 to 
15,00,000 134 2.02 0.982 
  Above 15,00,000 132 1.87 0.933 
Marital Status Married 520 1.91 0.945 
  Unmarried 217 2.19 0.929 
Size of the 
Household  Up to 2 115 2.08 1.073 
  3 - 5 549 1.99 0.934 
  6 - 8 63 1.89 0.836 
  More than 8 10 2.00 0.930 
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Table 65: Disregard for the future vs. Gender through T -Test 
 
  
Levene's Test 
for Equality of 
Variances t-test for Equality of Means 
F Sig. t df 
Sig. (2-
tailed) 
Disregard 
for the 
future 
Equal 
variances 
assumed 1.575 0.21 -3.109 735 0.002 
Equal 
variances not 
assumed     -3.113 
732.08
4 0.002 
 
The Table 64 indicates the details regarding Gender with respect to the ‗disregard 
for the future‘, The mean value for the Males and females is 2.10 and 1.88 
respectively showing a very slightly difference in their means.  The Table 65 
indicates the T scores with the p value being 0.210 at 735 df.  As can be seen from 
the results, t (735) = 0.210, p > 0.05. We therefore retain H9a20. It may be concluded 
that there does exist a significant difference between gender and disregard for the 
future where the former does not have a role to play in the latter. 
 
Table 66: Disregard for the future vs. Age through ANOVA 
 
 
Sum of 
Squares df 
Mean 
Square F Sig. 
Between 
Groups 
7.290 1 7.290 8.190 .004 
Within Groups 654.250 735 .890     
Total 661.540 736       
 
As indicated in Table 64 the numbers of respondents in the age group 21-40 were 403 
(55%) and in age group 41-60 were 334 (45%). The mean value for the age group 21-
40 is 2.08 while for the age group 41-60 is 1.88 which shows a substantial difference 
in their means. A lower mean indicates that the individuals in the age group of 41-60 
have more disregards for the future as compared to individuals of 21-40.Table 66 
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indicates the ANOVA values with the p value being 0.004 at 735 df. As indicated in the 
results Age has significant bearing on disregard for the future with respect to impulse 
buying, t (735) = 0.004, p < 0.05. We therefore reject H9b20 on the basis of the above. 
We may conclude that age does have no significant bearing on disregard for the 
future with respect to impulse buying among consumers.  
 
Table 64 indicates the number of respondents at various levels of their education. The 
lowest mean of 1.86 was for respondents who have completed their post graduation. 
The highest mean of 2.57 was obtained for those respondents who had not completed 
their schooling. A lower mean indicates that a higher number of Post graduates have 
a disregard for the future with respect to impulse buying. Table 67 indicates the 
ANOVA values with the p value being 0.006 at 736 df, t (736) = 0.006, p < 0.05.We 
therefore reject H9c20. As indicated in the results education has a significant bearing 
on disregard for the future with respect to impulse buying.  
 
Table 67: Disregard for the future vs. Education through ANOVA 
 
 
Sum of 
Squares df 
Mean 
Square F Sig. 
Between 
Groups 
12.898 4 3.224 3.639 .006 
Within Groups 648.643 732 .886     
Total 661.540 736       
 
Table 64 indicates the number of respondents in various occupations. The lowest 
mean of 1.85 was for respondents who were housewives. The highest mean of 2.23 
was obtained for students. A lower mean indicates that a higher number of 
housewives have disregard for the future with respect to impulse buying while the 
higher mean suggests on the contrary. Table 68 indicates the ANOVA values with the 
p value being 0.165 at 736 df, t (736) = 0.165, p > 0.05. We therefore reject H9d20. As 
indicated in the results occupation does have a significant bearing on disregard for 
the future with respect to impulse buying. 
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Table 68: Disregard for the future vs. Occupation through ANOVA 
 
 
Sum of 
Squares df 
Mean 
Square F Sig. 
Between 
Groups 
7.047 5 1.409 1.574 .165 
Within Groups 654.493 731 .895     
Total 661.540 736       
 
Table 64 indicates the number of respondents at various income levels. The lowest 
mean of 1.80 was for respondents who were earning an income between INR 5, 
00,000 – 10, 00,000. The highest mean of 2.29 was obtained for those earning less 
than INR 3, 00, 000. A lower mean indicates that a higher number of respondents 
have a disregard for the future with respect to impulse buying while the higher mean 
suggests on the contrary. Table 69 indicates the ANOVA values with the p value 
being 0.000 at 736 df. We reject H9e20, as indicated in the results t (736) = 0.000, p < 
0.05. It may be concluded that income does have a significant difference on 
disregard for the future with respect to impulse buying,  
 
Table 69: Disregard for the future vs. Income through ANOVA 
 
 
Sum of 
Squares df 
Mean 
Square F Sig. 
Between 
Groups 
21.631 4 5.408 6.186 .000 
Within Groups 639.909 732 .874     
Total 661.540 736       
 
Table 64 indicates the number of respondents of both types – married/ unmarried. 
The lower mean of 1.91 was for respondents who were married. The higher mean of 
2.19 was obtained for those who were unmarried. A lower mean indicates that a 
higher number of respondents have disregard for the future with respect to impulse 
buying while the higher mean suggests on the contrary. Table 70 indicates the 
ANOVA values with the p value being 0.000 at 736 df, t (736) = 0.000, p < 0.05, 
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hence we reject H9f20. It is therefore concluded that as indicated in the results marital 
status has significant impact on disregard for the future with respect to impulse 
buying. 
 
Table 70: Disregard for the future vs. Marital Status through ANOVA 
 
 
Sum of 
Squares df 
Mean 
Square F Sig. 
Between 
Groups 
11.880 1 11.880 13.440 .000 
Within Groups 649.661 735 .884     
Total 661.540 736       
 
Table 64 indicates the number of respondents at each level in the category of 
number of members in the family. The lower mean of 1.88 was for respondents who 
had more than 6 - 8 members in their household. The higher mean of 2.07 was 
obtained for those who had up to 2 members in their household. A  lower mean 
indicates that a higher number of respondents have disregard for the future with 
respect to impulse buying while the higher mean suggests on the contrary. Table 71 
indicates the ANOVA values with the p value being 0.654 at 736 df.  As indicated in 
the results t (736) = 0.654, p > 0.05. We therefore retain H9g20. It may be concluded 
that the number of members in the family does not have a significant impact on 
disregard for the future with respect to impulse buying. 
 
Table 71: Disregard for the future vs. Size of the Household through ANOVA 
 
 
Sum of 
Squares df 
Mean 
Square F Sig. 
Between 
Groups 
1.461 3 .487 .541 .654 
Within Groups 660.079 733 .901     
Total 661.540 736       
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4.4.9.3 Testing the Null Hypothesis H9a30 and its Sub Hypotheses through T- 
test and One way ANOVA for Unplanned Buying.  
This hypothesis deals with the demographic influence on the dimensions of the 
cognitive component viz: unplanned buying. Through this hypothesis it may be tested 
whether there is a significant difference among consumers with regard to the above 
dimensions. The relationships between the cognitive component and impulse buying 
have been hypothesized and are represented by the ninth hypothesis H9 and its sub 
hypotheses which range from H9a30 to H9g30.  
H9a30: There is no significant difference in gender and unplanned buying with respect 
to impulse buying among consumers.  
H9a3: There is significant difference in gender and unplanned buying with respect to 
impulse buying among consumers. 
H9b30: There is no significant difference in age and unplanned buying with respect to 
impulse buying among consumers.  
H9b3: There is significant difference in age and unplanned buying with respect to 
impulse buying among consumers. 
H8c30: There is no significant difference in education and unplanned buying with 
respect to impulse buying among consumers.  
H9c3: There is significant difference in education and unplanned buying with respect 
to impulse buying among consumers. 
H9d30: There is no significant difference in occupation and unplanned buying with 
respect to impulse buying among consumers.  
H9d3: There is significant difference in occupation and unplanned buying with respect 
to impulse buying among consumers. 
H9e30: There is no significant difference in income and unplanned buying with respect 
to impulse buying among consumers.  
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H9e3: There is significant difference in income and unplanned buying with respect to 
impulse buying among consumers. 
H9f30: There is no significant difference in marital status and unplanned buying with 
respect to impulse buying among consumers.  
H9f3: There is significant difference in marital status and unplanned buying with 
respect to impulse buying among consumers. 
H9g30: There is no significant difference in size of the household and unplanned 
buying with respect to impulse buying among consumers.  
H9g3: There is significant difference in size of the household and unplanned buying 
with respect to impulse buying among consumers. 
These hypotheses were tested first as they proposed the association of the 
independent and the dependent variables. The hypotheses from H9a10 to H9g10 which 
are based on the first dimension of the cognitive component i.e. unplanned buying 
were tested using T Test and ANOVA. The following section presents the results 
which are displayed from Table to 72 - 79. 
 
According to Younn (2000) has suggested that unplanned buying arises from ―both 
low cognitive efforts and discounting the future leads to unplanned buying‖. The 
researcher has also suggested unplanned buying as ―the result of choosing an 
immediate option over lack of future concerns and considerations‖. 
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Table 72: Unplanned buying vs. Different Demographic Segments 
 
  Categories N Mean 
Std. 
Deviation 
Gender Female 352 2.83 1.121 
  Male 385 2.75 1.141 
Age 21 - 40 403 2.94 1.122 
  41 - 60 334 2.61 1.117 
Education Did not complete schooling 7 2.36 1.314 
  Completed Schooling 71 2.54 1.133 
  Completed Graduation 354 2.89 1.100 
  
Completed Post-
Graduation 259 2.74 1.132 
  Others 46 2.72 1.277 
Occupation Service 504 2.79 1.106 
  Self Employed 35 2.86 1.011 
  Professional 85 2.76 1.229 
  Housewives 98 2.80 1.173 
  Students 13 2.96 1.421 
  Others 2 1.00 0.000 
Income Up to 3,00,000 153 2.86 1.172 
  Rs. 3,00,001 to 5,00,000 148 2.70 1.211 
  Rs. 5,00,001 to 10,00,000 170 2.78 1.078 
  
Rs. 10,00,001 to 
15,00,000 134 2.78 1.120 
  Above 15,00,000 132 2.82 1.079 
Marital Status Married 520 2.75 1.134 
  Unmarried 217 2.88 1.122 
Size of the 
Household  Up to 2 115 2.83 1.170 
  40607 549 2.79 1.119 
  40702 63 2.77 1.135 
  More than 8 10 2.35 1.415 
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The Table 72 indicates the details regarding Gender with respect to the ‗unplanned 
buying‘, The mean value for the Males and females is 2.75 and 2.83 respectively 
showing a very slightly difference in their means. A lower mean indicates that the 
males have more unplanned buying as compared to females. The Table 73 
indicates the T scores with the p value being 0.636 at 735 df.  As can be seen from 
the results t (735) = 0.636, p > 0.05 retain H9a30. It may be concluded that there 
does exist a significant difference between gender and unplanned buying where the 
former does not have a role to play in the latter.  
 
Table 73: Unplanned buying vs. Gender through T – Test 
 
 
  
Levene's Test for 
Equality of 
Variances 
t-test for Equality of 
Means 
F Sig. t df 
Sig. (2-
tailed) 
Unplanned 
Buying 
Equal 
variances 
assumed 
0.22
4 0.636 0.947 735 0.344 
Equal 
variances 
not 
assumed     0.948 
731.14
9 0.344 
 
As indicated in Table 72 the numbers of respondents in the age group 21-40 were 403 
(55%) and in age group 41-60 were 334 (45%). The mean value for the age group 21-
40 is 2.94 while for the age group 41-60 is 2.60 which shows a substantial difference 
in their means. A lower mean indicates that the individuals in the age group of 41 - 60 
have more unplanned buying as compared to individuals of the age group 21-40.  
Table 74 indicates the ANOVA values with the p value being 0.000 at 735 df. As 
indicated in the results, t (735) = 0.000, p < 0.05. We therefore reject H9b30 on the 
basis of the above. It may be concluded that Age has significant bearing on unplanned 
buying with respect to impulse buying. 
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Table 74: Unplanned buying vs. Age through ANOVA 
 
 
Sum of 
Squares df 
Mean 
Square F Sig. 
Between 
Groups 
20.545 1 20.545 16.390 .000 
Within Groups 921.356 735 1.254     
Total 941.902 736       
 
Table 72 indicates the number of respondents at various levels of their education. 
The lowest mean of 2.36 was for respondents who had not completed their 
schooling. The highest mean of 2.89 was obtained for those respondents who had 
completed their graduation. A lower mean indicates that a higher number of 
individuals who had not completed their schooling have a greater degree of 
unplanned buying with respect to impulse buying. Table 75 indicates the ANOVA 
values with the p value being 0.091 at 736 df. As indicated in the results t (736) = 
0.091, p > 0.05.We therefore retain H9c30.It may be concluded that education has a 
no significant bearing on unplanned buying with respect to impulse buying. 
 
Table 75: Unplanned buying vs. Education through ANOVA 
 
 
Sum of 
Squares df 
Mean 
Square F Sig. 
Between 
Groups 
10.256 4 2.564 2.015 .091 
Within Groups 931.645 732 1.273     
Total 941.902 736       
 
Table 72 indicates the number of respondents in various occupations. The lowest 
mean of 2.76 was for respondents who were professionals. The highest mean of 2.96 
was obtained for students. A lower mean indicates that a higher number of 
professionals have unplanned buying with respect to impulse buying while the higher 
mean suggests on the contrary. Table 76 indicates the ANOVA values with the p 
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value being 0.361 at 736 df. As indicated in the results t (736) = 0.361, p > 0.05. We 
therefore retain H9d30. It may be concluded that occupation does not have a 
significant bearing on unplanned buying with respect to impulse buying. 
 
Table 76: Unplanned buying vs. Occupation through ANOVA 
 
 
Sum of 
Squares df 
Mean 
Square F Sig. 
Between 
Groups 
7.006 5 1.401 1.096 .361 
Within Groups 934.895 731 1.279     
Total 941.902 736       
 
Table 72 indicates the number of respondents at various income levels. The lowest 
mean of 2.70 was for respondents who were earning an income between INR 3, 
00,000 – 5, 00,000. The highest mean of 2.86 was obtained for those earning less 
than INR 3, 00, 000. A lower mean indicates that a higher number of respondents 
have unplanned buying with respect to impulse buying while the higher mean 
suggests on the contrary. Table 77 indicates the ANOVA values with the p value 
being 0.803 at 736 df. We retain H9e30, as indicated in the results t (736) = 0.803, p > 
0.05. It may be concluded that income does not have a significant difference on 
unplanned buying with respect to impulse buying. 
 
Table 77: Unplanned buying vs. Income through ANOVA 
 
 
Sum of 
Squares df 
Mean 
Square F Sig. 
Between 
Groups 
2.097 4 .524 .408 .803 
Within Groups 939.805 732 1.284     
Total 941.902 736       
 
Table 72 indicates the number of respondents of both types – married/ unmarried. 
The lower mean of 2.75 was for respondents who were married. The higher mean of 
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2.88 was obtained for those who were unmarried. A lower mean indicates that a 
higher number of married respondents have unplanned buying with respect to 
impulse buying while the higher mean suggests on the contrary. Table 78 indicates 
the ANOVA values with the p value being 0.150 at 736 df. It is therefore concluded 
that as indicated in the results t (736) = 0.150, p > 0.05, hence we retain 
H9f30.Therefore, we may conclude that marital status has no significant impact on 
unplanned buying with respect to impulse buying.  
 
Table 78: Unplanned buying vs. Marital Status through ANOVA 
 
 
Sum of 
Squares df 
Mean 
Square F Sig. 
Between Groups 2.649 1 2.649 2.073 .150 
Within Groups 939.253 735 1.278     
Total 941.902 736       
 
Table 72 indicates the number of respondents at each level in the category of 
number of members in the family. The lower mean of 2.35 was for respondents who 
had more than 8 members in their household. The higher mean of 2.83 was obtained 
for those who had up to 2 members in their household. A  lower mean indicates that 
a higher number of such respondents have unplanned buying with respect to impulse 
buying while the higher mean suggests on the contrary. Table 79 indicates the 
ANOVA values with the p value being 0.642 at 736 df.  As indicated in the results t 
(736) = 0.642, p > 0.05. We therefore retain H9g30. Therefore we may conclude that 
the number of members in the family does not have a significant impact on 
unplanned buying with respect to impulse buying,  
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Table 79: Unplanned buying vs. Size of the household through ANOVA 
 
 
Sum of 
Squares df 
Mean 
Square F Sig. 
Between Groups 2.151 3 .717 .559 .642 
Within Groups 939.751 733 1.282     
Total 941.902 736       
 
4.5 Insights from the data 
The data was also subjected to further analysis where it was tried to ascertain the 
frequency of purchase for certain products. These products were selected after 
extensive literature review which has already been discussed in that chapter.  
4.5.1 Frequency of Purchase for Specific Products  
The data was also subjected to analysis further to assess the frequency of purchase 
for various products. These products were selected after a rigorous study of the 
literature review. It has been established in the literature that impulse buying takes 
place for products like clothes, food items, electronics, footwear, body care items, 
toys, books / magazines and newspapers, jewelry, sports goods, entertainment 
media, cosmetics and kitchen items. Figure 3 explains the frequency of purchase for 
the above items which has been depicted by means of pie diagrams. As depicted in 
the figure 3 A 57% customers make a seasonal purchase while 26 % makes a 
monthly purchase of clothes. As shown in Figure 3 B 55 % make an impulse 
purchase on food items weekly whereas 38 % make a monthly purchase on food 
items. The figure 3 C shows that 59 % make a purchase of electronics yearly while 
only 29 % make a seasonal purchase. Figure D depicts that 54 % purchase footwear 
on a seasonal basis while 32 % purchase it on a yearly basis. As depicted in figure 3 
E 69 % customers buy body care items on a monthly basis while 12 % buy it on a 
seasonally and 12 % buy it on a weekly basis. The figure F indicates the purchase of 
toys wherein 44 % have never purchased while 19 % purchase it yearly and 20 % 
213 
 
purchase it seasonally. The figure G indicates the purchase of books, magazines and 
newspapers. As is evident 43 % buy it weekly whereas 35 % buy it monthly. 
Graph 2: Frequency of Purchase for various Products 
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The figure H shows the frequency of purchase of jewelry. It may be observed that 
48 % purchase it yearly wherein 28 % purchase it seasonally. As shown in figure I, 
which indicates the frequency of purchase for sports goods it, may be observed that 
30 % customers purchase it on a yearly basis while 23 % purchase it seasonally.   
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The figure 3 J indicates the frequency of purchase for the entertainment media and it 
may be observed that 28 and 27 % of customers make a monthly and a seasonal 
purchase of the products respectively. The figure 3 K deals with the purchase of 
cosmetics. It may be observed that 42 % purchase it monthly, while 23 % make a 
seasonal purchase of cosmetics. The figure 3 L deals with the purchase of kitchen 
items wherein it may be seen that 37 % customers purchase kitchen items on a 
yearly basis while 29 % purchase it seasonally.   
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4.5.2 Cluster Analysis 
Cluster analysis, also called segmentation analysis or taxonomy analysis, seeks to 
identify homogeneous subgroups of cases in a population. That is, cluster analysis is 
used when the researcher does not know the number of groups in advance but 
wishes to establish groups and then analyze group membership. Cluster analysis 
implements this by seeking to identify a set of groups which both minimize within-
group variation and maximize between-group variation. Later, group id values may be 
saved as a case variable and used in other procedures such as cross - tabulation. 
(Malhotra & Dash, 2009). The most perplexing issue while performing a cluster 
analysis was to determine the number of clusters most representative of the sample‘s 
data structure. This decision is critical because even though the process generates 
the complete set of cluster solutions one final cluster consisting of 3 clusters was 
selected to represent the data structure which is also referred as the stopping rule. In 
this an attempt was made to identify the best solution which was selected from four 
cluster solutions. The relative sizes of the clusters should be meaningful. The 
variables that significantly differentiate between clusters have been identified using 
the Pearson Chi square test. The chi-square measures test the hypothesis that the 
row and column variables in a cross tabulation are independent.  A low significance 
value (typically below 0.05) indicates that there may be some relationship between 
the two variables. While the chi-square measures may indicate that there is a 
relationship between two variables, they do not indicate the strength or direction of 
the relationship. 
Table 80: Number of Cases in each Cluster 
Cluster Number of Cases 
1 265 
2 258 
3 214 
Total 737 
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As evident in Table 80 it may be observed that a three cluster solution results in 265, 
258 and 214 elements out of a sample of 737 respondents. It is therefore meaningful 
to have a three-cluster solution and therefore it was preferred. While interpreting and 
profiling clusters cluster centroids were examined.  The centroids represent the mean 
value of the objects contained in the cluster on each of the variables. This has been 
depicted in Table 80. The centroids enable us to describe each cluster by assigning it 
a name or a label.  
It may be observed from the Table 81 that Cluster 1 shows highest agreement to 
affective buying followed by cognitive buying. Specifically cluster 1 leads on positive 
buying emotions and unplanned buying. Buying is more for mood management. They 
suffer a lot from emotional conflict however they disregard the future and while they 
deliberate they do it lesser than cluster 3. They score relatively higher values on 
irresistible urge to buy (3.18), emotional conflict (3.18), positive buying emotions 
(3.47), mood management (3.18), and disregard for the future (2.95), unplanned 
buying (3.48). Hence, we may conclude that individuals who belong to Cluster I are 
impulse buyers to a larger extent than individuals belonging to the other two clusters. 
This cluster therefore could be labeled as ―Impulsive Shoppers‖. These have been 
described in Table 82. This group has the following characteristics: 
 A larger number of males almost 55%, belongs to the age group 21 – 40 (59%) 
 They are mostly graduates (54%) in service (68%)  
 They belong to the lesser income group as almost 47% earning less than Rs 5, 
00, 000  
 Almost 38% are married. 
  Approximately 76 % have 3–5 members in their household.  
Cluster 2 is just the opposite wherein the individuals belonging to this cluster have 
the lowest values for all variables in all the three clusters. The mean values for 
irresistible urge to buy (1.76), emotional conflict (2.82), positive buying emotions 
(2.04), mood management (1.66), cognitive deliberation (2.72), disregard for the 
future (1.43), and unplanned buying (1.82). This cluster could be labeled as ―Need 
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based buyers‖. They do not thrive on impulse buying. These have been described in 
Table 81. 
This group has the following characteristics:  
 They belong to the older age groups (55%),  
 They are evenly distributed as males and females  
 They are mostly post graduates (44%).  
 They have the highest household income with about 43% earning above INR 
10, 00, 000. 
 They are mostly in service (65%).  
 80% of the respondents are married. 
 They have about 73 % have 3-5 members in their household.  
Table 81: Final Cluster Centers 
 Cluster 
 1 2 3 
Irresistible 
urge to buy 
3.18 1.76 2.38 
Emotional 
Conflict 
3.18 2.82 3.00 
Positive 
Buying 
Emotions 
3.47 2.04 3.41 
Mood 
Management 
3.18 1.66 1.99 
Cognitive 
Deliberation 3.08 2.72 3.50 
Disregard for 
the future 
2.95 1.43 1.50 
Unplanned 
Buying 
3.48 1.82 3.11 
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Cluster 3 scores somewhat in the middle range. While it scores the highest on 
cognitive deliberation (3.50) it also scores quite high on positive buying emotions 
(3.41). While they do agree on unplanned buying (3.11) to large extent they score low 
on irresistible urge to buy (2.38). They score relatively high on emotional conflict 
(3.00) they do not believe in shopping for mood management (1.99). They tend to 
disagree on the parameter disregard for the future (1.50). These are the more careful 
buyers who weigh all the options. They could be labeled as ―Deliberators‖. These 
have been described in Table 81. They are mostly females (52%),  
 They belong to the age group 21-40 (61%)  
 Almost 51% are graduates.  
 Almost 53% belong to the middle income group earning between INR 3, 00, 
000 – INR 5, 00, 000  
 Almost 73% are in service.  
 About 70% of individuals in this group are married.  
 Approximately 74% have 3 – 5 members in their household.  
As may be observed from Table 79 the number of individuals falling in Cluster 1 is 
the highest i.e. 265. It has already been observed that individuals belonging to 
Cluster1 are impulse buyers to a larger extent than others. Cluster 2 has 258 
elements and these are mostly the need based buyers while Cluster 3 has the least 
number of elements as 214 and are referred as the deliberators.  
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Table 82: Crosstab between Cluster type and Demographics 
 
Cluster Number of Case Total 
  1 2 3   
Gender Female Count 
118 123 111 352 
    % within 
Cluster  44.50% 47.70% 51.90% 47.80% 
  Male Count 
147 135 103 385 
    % within 
Cluster 55.50% 52.30% 48.10% 52.20% 
Age 21-40 Count 
157 116 130 403 
% within 
Cluster  59.20% 45.00% 60.70% 54.70% 
41-60 Count 
108 142 84 334 
% within 
Cluster  40.80% 55.00% 39.30% 45.30% 
Educational 
Level 
Did not 
complete 
schooling 
Count 
3 3 1 7 
    % within 
Cluster  1.10% 1.20% 0.50% 0.90% 
  Completed 
Schooling 
Count 
35 24 12 71 
    % within 
Cluster  13.20% 9.30% 5.60% 9.60% 
  Completed 
Graduation 
Count 
144 101 109 354 
    % within 
Cluster  54.30% 39.10% 50.90% 48.00% 
  Completed 
Post-
Graduation 
Count 
71 113 75 259 
    % within 
Cluster  26.80% 43.80% 35.00% 35.10% 
  Others Count 
12 17 17 46 
    % within 
Cluster  4.50% 6.60% 7.90% 6.20% 
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Occupation Service Count 
181 167 156 504 
    % within 
Cluster  68.30% 64.70% 72.90% 
68.40
% 
  Self Employed Count 
16 11 8 35 
    % within 
Cluster  6.00% 4.30% 3.70% 4.70% 
  Professional Count 
30 33 22 85 
    % within 
Cluster  11.30% 12.80% 10.30% 
11.50
% 
  Housewives Count 
34 40 24 98 
    % within 
Cluster  12.80% 15.50% 11.20% 
13.30
% 
  Students Count 
4 5 4 13 
    % within 
Cluster  1.50% 1.90% 1.90% 1.80% 
  Others Count 
0 2 0 2 
    % within 
Cluster  0.00% 0.80% 0.00% 0.30% 
Household 
Income 
Up to 3,00,000 Count 
77 40 36 153 
    % within 
Cluster  29.10% 15.50% 16.80% 
20.80
% 
  Rs. 3,00,001 
to 5,00,000 
Count 
49 53 46 148 
    % within 
Cluster  18.50% 20.50% 21.50% 
20.10
% 
  Rs. 5,00,001 
to 10,00,000 
Count 
50 52 68 170 
    % within 
Cluster  18.90% 20.20% 31.80% 
23.10
% 
  Rs. 10,00,001 
to 15,00,000 
Count 
45 59 30 134 
    % within 
Cluster  17.00% 22.90% 14.00% 
18.20
% 
  Above 
15,00,000 
Count 
44 54 34 132 
    % within 
Cluster  16.60% 20.90% 15.90% 
17.90
% 
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Marital 
Status 
Married Count 
165 204 151 520 
    % within 
Cluster  62.30% 79.10% 70.60% 70.60% 
  Unmarried Count 
100 54 63 217 
    % within 
Cluster 37.70% 20.90% 29.40% 29.40% 
Size of 
Family 
Up to 2 Count 
40 40 35 115 
% within 
Cluster  15.10% 15.50% 16.40% 15.60% 
5-Mar Count 
201 189 159 549 
% within 
Cluster  75.80% 73.30% 74.30% 74.50% 
8-Jun Count 
22 24 17 63 
% within 
Cluster  8.30% 9.30% 7.90% 8.50% 
More than 8 Count 
2 5 3 10 
% within 
Cluster  0.80% 1.90% 1.40% 1.40% 
 
Subsequently Pearson Chi Square test was performed to measure the relationship 
between the Cluster Type and the demographics viz: gender, age, educational level, 
occupation, household income, marital status, size of the household which is 
summarized in the Table 83.  
Table 83: Pearson Chi Square Values for Demographics and Cluster Numbers 
Demographic 
Variables Value N df 
Asymp. Sig. 
(2-sided) 
Gender 2.558 737 2 0.278 
Age 15.242 737 2 0.00** 
Educational Level 27.743 737 8 0.001** 
Occupation 8.866 737 10 0.545 
Household Income 31.825 737 8 0.00** 
Marital Status 17.772 737 2 0.00** 
Size of the Household 1.878   6 0.931 
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The Pearson Chi Square Test is used to test the statistical significance of the 
observed association in a cross tabulation. It assists in determining whether a 
systematic association exists between the two variables. The chi-square measures 
test the hypothesis that the row and column variables in a cross-tabulation are 
independent. A low significance value (typically below 0.05) indicates that there may 
be some relationship between the two variables. Chi Square test was performed 
between the Cluster Number and the various demographics.  
It may be observed from the Table 83 that the p value obtained for Age, education, 
household income and marital status have been found to be less than 0.05 and are 
significant at the 0.05 level. This suggests that age education, household income and 
marital status do have a significant association with cluster numbers.   
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Table 84: Summary of Hypotheses Tests 
S. No Null Hypotheses Test Result 
H10 Affective dimensions such as 
irresistible urge to buy, emotional 
conflict, positive buying emotions 
and mood management have no 
association with impulse buying 
among consumers. 
Regression Null 
hypothesis 
rejected 
H1a0 Consumers‘ irresistible urge to buy 
has no association with association 
with impulse buying.  
Correlation Null 
hypothesis 
rejected 
H1b0 Emotional conflict has no 
association with impulse buying 
among consumers 
Correlation Null 
hypothesis 
rejected 
H1c0 A positive buying emotion has no 
association with impulse buying 
among consumers. 
Correlation Null 
hypothesis 
rejected 
H1d0 Mood management has no 
association with impulse buying 
among consumers 
Correlation Null 
hypothesis 
rejected 
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S. No Null Hypotheses Test Result 
H20 Cognitive dimensions such as 
cognitive deliberation, disregard 
for the future, unplanned buying 
does not have an association with 
impulse buying among 
consumers. 
Regression Null 
hypothesis 
rejected 
H2a0 Cognitive deliberation among 
consumers has no association with 
impulse buying.  
Correlation Null 
hypothesis 
rejected 
H2b0 Disregard for the future has no 
association with impulse buying 
among consumers. 
Correlation Null 
hypothesis 
rejected 
H2c0 Unplanned buying has no 
association with impulse buying 
among consumers 
Correlation Null 
hypothesis 
rejected 
H30 The affective and the cognitive 
component have no association 
with impulse buying among 
consumers. 
Regression Null 
hypothesis 
rejected 
H3a0 Affective component has a positive 
association with impulse buying 
among consumers.  
Correlation Null 
hypothesis 
rejected 
H3b0 Cognitive component has no 
association with impulse buying 
among consumers. 
Correlation Null 
hypothesis 
rejected 
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S. No Null Hypotheses Test Result 
H4a0 Price has no association with 
impulse buying among consumers 
during selection of their brands.  
Correlation Null 
hypothesis 
accepted. 
H4b0 The tendency to purchase the same 
brand has no association with 
impulse buying among consumers.   
Correlation Null 
hypothesis 
accepted. 
H4c0 The preference to purchase a 
particular brand has no association 
with impulse buying among 
consumers.   
Correlation Null 
hypothesis 
accepted. 
H4d0 The tendency to pick the first brand 
has no association with impulse 
buying among consumers.   
Correlation Null 
hypothesis 
rejected 
H4e0 The tendency to shop a lot for 
specials (sale/ discounts/offers) has 
no association with impulse buying 
among consumers.   
Correlation Null 
hypothesis 
rejected 
H4f0 The inclination to examine a large 
number of packages before final 
decision has no association with 
impulse buying among consumers.   
Correlation Null 
hypothesis 
rejected 
H4g0 The time spent during in-store 
search has no association with 
impulse buying among consumers.   
Correlation Null 
hypothesis 
accepted. 
H4h0 The consumers‘ perception that 
advertised brands are better than 
non advertised brands has no 
association with impulse buying 
among consumers.   
Correlation Null 
hypothesis 
rejected 
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S. No Null Hypotheses Test Result 
H5a0 Preference of the time by consumers 
for shopping has no association with 
impulse buying.  
Correlation Null 
hypothesis 
accepted. 
H5b0 Preference of the day by consumers 
for shopping has no association with 
impulse buying.  
Correlation Null 
hypothesis 
accepted. 
H5c0 Preference of a shopping list by 
consumers for shopping has no 
association with impulse buying.  
Correlation Null 
hypothesis 
rejected 
H6a0 Considering oneself as an impulse 
buyer has no significant association 
with impulse buying among 
consumers.  
Correlation Null 
hypothesis 
rejected 
H6b0 Peoples‘ opinion about self as an 
impulse buyer has no significant 
association with impulse buying 
among consumers.  
Correlation Null 
hypothesis 
rejected 
H70 Payment of purchases through credit 
card has no association with impulse 
buying. 
Correlation Null 
hypothesis 
rejected 
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S. No Null Hypotheses Test Result 
H80 There is no significant difference 
across different demographic 
segments (gender, age, education, 
occupation, income, marital 
status, size of household) and the 
dimensions of the affective 
component (irresistible urge to 
buy, emotional conflict, positive 
buying emotions and mood 
management) with respect to 
impulse buying among 
consumers.  
Appropriate 
Bi-variate 
techniques 
  
H8a10 There is no significant difference in 
gender and irresistible urge to buy 
with respect to impulse buying 
among consumers.  
t test Null 
hypothesis 
accepted. 
H8b10 There is no significant difference in 
age and irresistible urge to buy with 
respect to impulse buying among 
consumers.  
ANOVA Null 
hypothesis 
rejected 
H8c10 There is no significant difference in 
education and irresistible urge to buy 
with respect to impulse buying 
among consumers.  
ANOVA Null 
hypothesis 
rejected 
H8d10 There is no significant difference in 
occupation and irresistible urge to 
buy with respect to impulse buying 
among consumers.  
ANOVA Null 
hypothesis 
accepted. 
H8e10 There is no significant difference in 
income and irresistible urge to buy 
with respect to impulse buying 
among consumers.  
ANOVA Null 
hypothesis 
rejected 
H8f10 There is no significant difference in 
marital status and irresistible urge to 
buy with respect to impulse buying 
among consumers.  
ANOVA Null 
hypothesis 
rejected 
H8g10 There is no significant difference in 
size of the household and irresistible 
urge to buy with respect to impulse 
buying among consumers.  
ANOVA Null 
hypothesis 
accepted. 
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S. No Null Hypotheses Test Result 
H8a20 There is no significant difference in 
gender and emotional conflict with 
respect to impulse buying among 
consumers.  
t test Null 
hypothesis 
accepted. 
H8b20 There is no significant difference in 
age and emotional conflict with 
respect to impulse buying among 
consumers.  
ANOVA Null 
hypothesis 
accepted. 
H8c20 There is no significant difference in 
education and emotional conflict with 
respect to impulse buying among 
consumers.  
ANOVA Null 
hypothesis 
accepted. 
H8d20 There is no significant difference in 
occupation and emotional conflict 
with respect to impulse buying 
among consumers.  
ANOVA Null 
hypothesis 
rejected 
H8e20 There is no significant difference in 
income and emotional conflict with 
respect to impulse buying among 
consumers.  
ANOVA Null 
hypothesis 
rejected 
H8f20 There is no significant difference in 
marital status and emotional conflict 
with respect to impulse buying 
among consumers.  
ANOVA Null 
hypothesis 
accepted. 
H8g20 There is no significant difference in 
size of the household and emotional 
conflict with respect to impulse 
buying among consumers.  
ANOVA Null 
hypothesis 
accepted. 
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S. No Null Hypotheses Test Result 
H8a30 There is no significant difference in 
gender and positive buying emotions 
with respect to impulse buying 
among consumers.  
t test Null 
hypothesis 
accepted. 
H8b30 There is no significant difference in 
age and positive buying emotions 
with respect to impulse buying 
among consumers.  
ANOVA Null 
hypothesis 
rejected 
H8c30 There is no significant difference in 
education and positive buying 
emotions with respect to impulse 
buying among consumers.  
ANOVA Null 
hypothesis 
accepted. 
H8d30 There is no significant difference in 
occupation and positive buying 
emotions with respect to impulse 
buying among consumers.  
ANOVA Null 
hypothesis 
accepted. 
H8e30 There is no significant difference in 
income and positive buying emotions 
with respect to impulse buying 
among consumers.  
ANOVA Null 
hypothesis 
accepted. 
H8f30 There is no significant difference in 
marital status and positive buying 
emotions with respect to impulse 
buying among consumers.  
ANOVA Null 
hypothesis 
rejected 
H8g30 There is no significant difference in 
size of the household and positive 
buying emotions with respect to 
impulse buying among consumers.  
ANOVA Null 
hypothesis 
accepted. 
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S. No Null Hypotheses Test Result 
H8a40 There is no significant difference in 
gender and mood management with 
respect to impulse buying among 
consumers.  
t test Null 
hypothesis 
accepted. 
H8b40 There is no significant difference in 
age and mood management with 
respect to impulse buying among 
consumers.  
ANOVA Null 
hypothesis 
accepted. 
H8c40 There is no significant difference in 
education and mood management 
with respect to impulse buying 
among consumers.  
ANOVA Null 
hypothesis 
rejected 
H8d40 There is no significant difference in 
occupation and mood management 
with respect to impulse buying 
among consumers.  
ANOVA Null 
hypothesis 
accepted. 
H8e40 There is no significant difference in 
income and mood management with 
respect to impulse buying among 
consumers.  
ANOVA Null 
hypothesis 
rejected 
H8f40 There is no significant difference in 
marital status and mood 
management with respect to impulse 
buying among consumers.  
ANOVA Null 
hypothesis 
rejected 
H8g40 There is no significant difference in 
size of the household and mood 
management with respect to impulse 
buying among consumers.  
ANOVA Null 
hypothesis 
accepted. 
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S. No Null Hypotheses Test Result 
H90 There is no significant difference 
across different demographic 
segments (gender, age, education, 
occupation, income, marital status, 
size of household) and the 
dimensions of the cognitive 
component (cognitive deliberation, 
disregard for the future and 
unplanned buying) with respect to 
impulse buying among consumers.  
Appropriate 
Bi-variate 
techniques 
  
H9a10 There is no significant difference in 
gender and cognitive deliberation with 
respect to impulse buying among 
consumers.  
t test Null 
hypothesis 
accepted. 
H9b10 There is no significant difference in 
age and cognitive deliberation with 
respect to impulse buying among 
consumers.  
ANOVA Null 
hypothesis 
rejected 
H9c10 There is no significant difference in 
education and cognitive deliberation 
with respect to impulse buying among 
consumers.  
ANOVA Null 
hypothesis 
rejected 
H9d10 There is no significant difference in 
occupation and cognitive deliberation 
with respect to impulse buying among 
consumers.  
ANOVA Null 
hypothesis 
rejected 
H9e10 There is no significant difference in 
income and cognitive deliberation 
with respect to impulse buying among 
consumers.  
ANOVA Null 
hypothesis 
rejected 
H9f10 There is no significant difference in 
marital status and cognitive 
deliberation with respect to impulse 
buying among consumers.  
ANOVA Null 
hypothesis 
rejected 
H9g10 There is no significant difference in 
size of the household and cognitive 
deliberation with respect to impulse 
buying among consumers.  
ANOVA Null 
hypothesis 
accepted. 
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S. No Null Hypotheses Test Result 
H9a20 There is no significant difference in 
gender and disregard for the future 
with respect to impulse buying among 
consumers.  
t test Null 
hypothesis 
accepted. 
H9b20 There is no significant difference in 
age and disregard for the future with 
respect to impulse buying among 
consumers.  
ANOVA Null 
hypothesis 
rejected 
H9c20 There is no significant difference in 
education and disregard for the future 
with respect to impulse buying among 
consumers.  
ANOVA Null 
hypothesis 
rejected 
H9d20 There is no significant difference in 
occupation and disregard for the 
future with respect to impulse buying 
among consumers.  
ANOVA Null 
hypothesis 
accepted. 
H9e20 There is no significant difference in 
income and disregard for the future 
with respect to impulse buying among 
consumers.  
ANOVA Null 
hypothesis 
rejected 
H9f20 There is no significant difference in 
marital status and disregard for the 
future with respect to impulse buying 
among consumers.  
ANOVA Null 
hypothesis 
rejected 
H9g20 There is no significant difference in 
size of the household and disregard 
for the future with respect to impulse 
buying among consumers.  
ANOVA Null 
hypothesis 
accepted. 
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S. No Null Hypotheses Test Result 
H9a30 There is no significant difference in 
gender and unplanned buying with 
respect to impulse buying among 
consumers.  
t test Null 
hypothesis 
accepted. 
H9b30 There is no significant difference in 
age and unplanned buying with 
respect to impulse buying among 
consumers.  
ANOVA Null 
hypothesis 
rejected 
H9c30 There is no significant difference in 
education and unplanned buying with 
respect to impulse buying among 
consumers.  
ANOVA Null 
hypothesis 
accepted. 
H9d40 There is no significant difference in 
occupation and unplanned buying with 
respect to impulse buying among 
consumers.  
ANOVA Null 
hypothesis 
accepted. 
H9e50 There is no significant difference in 
income and unplanned buying with 
respect to impulse buying among 
consumers.  
ANOVA Null 
hypothesis 
accepted. 
H9f60 There is no significant difference in 
marital status and unplanned buying 
with respect to impulse buying among 
consumers.  
ANOVA Null 
hypothesis 
accepted. 
H9g70 There is no significant difference in 
size of the household and unplanned 
buying with respect to impulse buying 
among consumers.  
ANOVA Null 
hypothesis 
accepted. 
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CHAPTER – V 
FINDINGS OF THE RESEARCH 
5.1 Introduction 
The data analysis discussed in the previous chapter empirically tested the impact of 
the affective and the cognitive dimension on impulse buying. This chapter focuses on 
the findings of the research. It will offer possible explanations, connections to past 
studies, and discuss the findings of the present study. The impact of affective and 
cognitive components on impulse buying has been operationalized through this 
study.  
This study presents a theoretical framework that posits impulsive buying behavior as 
a function of various psychological processes. It also investigates the confounding 
effects on the relationships between theoretically identified constructs and consumer 
buying impulsivity.  
The study focuses on the impact of the affective and the cognitive component on 
impulse buying among consumers. 
Literature review brought forth various facets to the present study. The literature 
suggested the use of various tools for measuring impulse buying which had certain 
items pertaining to both the affective and the cognitive component. This scale has 
been widely used on consumers in various parts of the world.  An attempt was made 
in the present study of the impulse buying among consumers in the Indian context. 
This study tested the reliability and the validity of this scale in the Indian context. The 
various factors influencing purchase decisions were also identified and assessed. 
The researcher also studied some general purchase behavior of Indian consumers. 
The various demographics were also kept into consideration.  
The methodology was applied to measure impulse buying leads to a further 
understanding of the affective and the cognitive components based on the 
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conceptual model proposed in this study. It will aid in calculating the impulse buying 
scores of the consumers.  
The study also suggests ways to marketers to focus on certain aspects which may 
lead to a higher purchase among consumers through impulse buying.  
5.2 Affect and Cognition 
 
Affect and cognition are rather different types of psychological responses 
consumers can have in any shopping situation.  Although the affective and cognitive 
systems are distinct, they are richly interconnected, and each system can influence 
and be influenced by the other.  Affect refers to feeling responses, whereas 
cognition consists of mental (thinking) responses (Youn, 2000). 
The impulse buy process occurs as a result of creating affect through the classical 
conditioning of positive feelings toward the product.  When the consumer encounters 
a product, processes the information about it holistically, and reacts with an 
extremely strong positive affect an impulse buy takes place (Burroughs, 1996). 
This study is based on conceptual framework of consumer impulsive buying as a 
function of two higher order psychological processes: affect and cognition, and their 
seven lower order components. The affective dimension reflects irresistible urge to 
buy, positive buying emotions, and mood management.  The cognitive dimension 
reflects cognitive deliberation, unplanned buying, and disregard for the future. 
 
5.2.1 Affective Component 
 
The affective reactions that accompany impulse activation likely include excitement, 
potential distress, fear of being out of control, and helplessness (Rook, 1987). 
Moreover, affective connections linked to the activation of an impulse are evoked 
automatically. (MacInnis D.J and Patrick V.M, 2006). The affective dimension reflects 
irresistible urge to buy, positive buying emotions, and mood management.   
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5.2.1.1. Irresistible Urge to Buy  
Impulse buying may be distinguished from other forms of consumer buying behavior 
in terms of ―rapidity‖ with which the consumer moves through the decision period. 
This ―rapidity‖ notion is important in capturing the definitional elements of impulse 
buying because it has been considered as a crucial component of impulsivity in the 
personality psychology literature (Baratt, 1985, Buss and Plomin 1975, Jackson 
1974, Gerbing, Ahadi and Patton 1987, Schalling, Edman and Asberg 1983). The 
rapid decision making can occur due to previously formed habits due to quick rational 
thinking (Bagozzi 1992; Belk 1985; Rook 1987; Shapiro 1982).  
When and where pre – planning for purchase takes place is debatable.  Although the 
product is not on  a consumers‘ shopping list, ‗reminder‘ and ‗planned‘ impulse 
purchases as illustrated by Stern (1962) should not be considered as true impulse 
purchases because in – store stimuli remind  a consumer of   temporarily forgotten 
but previously recognized need. All impulse buying is at least unplanned but all 
unplanned purchases are not necessarily decided impulsively (Iyer 1989). In other 
words, lack of prior planning is necessary but not a sufficient basis for categorizing a 
purchase as impulse buying (Piron 1991).  
Research indicates that an impulse is characterized by both psychological 
characteristics of instinctual drives and physiological elements that lead to 
responding quickly. (Barratt and Patton 1983; Goldenson 1984; Rook 1987; 
Wolman 1989). These characteristics of an impulse explain why Rapidity and 
reactivity which are physiological aspects formed a commonality with items 
reflecting an Irresistible urge to buy which is a psychological aspect (Younn 2000).  
 
5.2.1.2 Positive Buying Emotions  
 
Positive buying emotions is consistent with the finding of Rook and Gardner (1993) 
that positive moods for some customers encourage the likelihood of engaging in 
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impulse buying in order to prolong their pleasurable mood states.   
 
5.2.1.3 Mood Management  
Consumers‘ affective states give rise to buying activities, ideas and attitudes (Faber 
O‘ Guinn and Krych 1987; Rook and Gardner 1983; Weinberg and Gottwald 1982). 
In this regard, impulse buying is in part motivated by consumers‘ desire to change or 
manage their feelings or moods. Some consumers are more likely to engage in 
impulse buying when they were in negative mood states because the very act of 
buying on an impulse can help repair their non pleasurable mood states. People may 
buy things to try to alleviate the negative feelings associated with stress (Youn & 
Faber, 2000).  
 
5.2.1.4 Emotional Conflict 
This refers to the tension between self – indulgence and control occurring 
immediately preceding purchase as well as negative feelings coming immediately 
after purchase. These themes are pervasive in the studies on impulse buying (Jeon 
1990; Rook 1987), there has also been findings arguing against these themes 
(Rook and Hoch 1985).  
 
The structure of the affective and cognitive components proposed by Younn (2000) 
has been empirically tested, and verified in this study. 
 
This research has added to the earlier literature by studying the involvement of the 
affective component in impulse buying. 
 
Irresistible urge to buy comprising of aspects like an immediate urge to buy, desire 
to purchase as quickly as possible, difficulty in getting control over the buying 
impulses, an absolute purchase of  an attractive item, and  a helpless feeling on 
seeing an attractive item in the store. It has been found in the present study that 
that irresistible urge to buy has a very significant positive association with impulse 
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buying. In other words, it has been found that the consumers‘ desire to purchase is 
instant, persistent and so compelling that it is hard for the consumer to resist. This 
does happen when consumers at times do feel their inability to resist from 
purchase.  
 
Emotional conflict comprising of a feeling of regret and being sorry after purchase 
on an impulse, an experience of  a state of tension, emotional conflict and also 
mixed feelings of pleasure and guilt. This has led us to conclude that the emotional 
conflict has a very strong positive association with impulse buying. The emotional 
conflict arises when the Consumer engages in a serious inner dialogue between 
buying on an impulse and the willpower to resist them. It is seen that giving in to 
buying impulses may result in experiencing a helpless feeling against the buying 
desire or a sense of being out of control.  It may be associated with negative 
feelings such as guilt or regret after impulsive purchases. 
 
Positive buying emotions include certain aspects like experience of joy, thrill, and 
delight, amused and enthusiastic on impulse purchases. The consumer also enjoys 
the sensation of purchases on an impulse. This has led us to conclude that a 
positive buying emotion does have an effect on impulse buying in a significant 
manner. This term refers to positive mood states generated from self-gratifying 
motivations that impulse buying provides.  Consumers are seen more likely to 
engage in impulse buying in order to prolong their pleasurable mood states. 
 
Mood management includes features like buying things to make one feel better, or 
when one is upset and to change the mood. It also includes aspects like indulging in 
impulse purchases to reduce stress and also buying things impulsively when one 
feels down. Impulse buying is in part motivated by the consumer‘s desire to change 
or manage their feelings or moods. The study brings forth that mood management 
has a positive association with impulse buying thereby suggesting that consumers 
do tend to purchase impulsively when that are stressed or feeling upset. The 
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purchases in a way therefore act as stress busters for them.  
The present research helps us to conclude that the affective dimensions such as 
irresistible urge to buy, emotional conflict, mood management and positive buying 
emotions predict impulse buying among consumers. It may also be stressed that 
the irresistible urge to buy has a far greater impacts than the other dimension.  
 
5.2.2 Cognitive Component 
 The relation with Time orientation indicates that consumers‘ capacity to anticipate, 
structure and see the future plays a pivotal role in their consumption behavior. Younn 
(2000) suggests that future oriented consumers‘ may view impulse buying as 
irrational consumption behavior that is in addition to their proclivity to set goals, plan, 
and value long term benefits. Younn (2000) suggest that future time orientation was 
more negatively associated with the cognitive component than the affective 
component because of its characteristics of logic driven, analytical and rational 
assessment towards time. The cognitive dimension reflects cognitive deliberation, 
unplanned buying, and disregard for the future. 
 
This research has added to the earlier literature by studying the involvement of the 
cognitive component in impulse buying. 
 
Cognitive Deliberation includes features like thinking about alternatives and 
consequences and taking time to consider and weigh all options before purchase. It 
also includes the feature that one likes to be slow and reflective than to be quick 
and careless and also emphasizes that one is a cautious shopper. This study leads 
us to conclude that cognitive deliberation has a positive association with impulse 
buying. This thereby suggests that it is a sudden urge to act without deliberation or 
evaluation of consequences. However, the present study does suggest that 
individuals do think before going in to making any purchase even though the 
association has been found to be significant but low. 
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Disregard for the future includes aspects like buying things even though one can‘t 
afford, spending money as soon as one earns, and also buying things which one 
does not need aware that very little money remains for the future. It has been found 
that disregard for the future has a strong association with impulse buying among 
consumers thereby suggesting that consumers do tend to make significant 
purchases even without thinking about their future. It arises from the result of 
choosing an immediate option over lack of future concerns and considerations. 
 
Unplanned buying includes aspects like buying things that one had not intended to 
purchase and also indulge in making unplanned purchases. The study suggests 
that unplanned buying has a strong positive association with impulse buying 
among consumers. This therefore suggests a complete lack of clear planning by 
consumers for any purchases.   
 
The present research helps us to conclude that the cognitive dimensions such as 
cognitive deliberation, disregard for the future and unplanned buying together 
predict the impulse buying among consumers.  It may however be stressed that 
the dimension of disregard for the future has the greatest impact than the other 
two dimensions.  
 
5.3   Impulse Buying 
Rook and Hoch (1985) enhanced the study of impulse buying by identifying internal 
psychological states that influence impulse buying.  In focusing their attention on 
cognitive and emotional responses that consumers experience during impulse buying 
they identified five distinguishable elements:  (1) feeling a sudden and spontaneous 
desire to act; (2) being in a state of psychological disequilibrium; (3) experiencing 
psychological conflict and struggle; (4) reduction in cognitive evaluation of the 
product; and (5) disregard for consumption consequences (Rook & Hoch, 1985). 
Rook and Hoch‘s (1985) study of impulse buying had two purposes.  Hirchman 
(1985) implied that the consumer‘s own train of thought may trigger the desire to 
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make an unanticipated purchase and once triggered the urge may be so powerful 
and persistent it demands immediate action.  The purpose of Rook‘s (1987) study 
was to identify impulse buying behavior components and to observe the extent to 
which consumer‘s subjective experiences corresponded to the concept of impulse 
buying. His study also focused on distinguishing experimental features such as: the 
onset of the buying impulse, how consumers cope with their impulsive urges to buy, 
and the types of negative consequences they incur as a result of their impulsive 
buying.   
Rook‘s (1987) definition is closely related to Stern‘s (1962) definition of ―pure 
impulse‖ buying behavior, which was identified as a novelty or escape purchase 
that breaks a normal buying pattern.  Impulsive buying is considered extraordinary, 
exciting, and highly emotional, spontaneous, fast, often urgent, and forceful, and 
the consumer is most likely to feel out of control because of disruption in regular 
behavior pattern. Alternatively, contemplated buying is more ordinary and tranquil, 
more slow, rational and cautious, less urgent and forceful, and more likely to be a 
part of one‘s regular routine (Rook, 1987). 
Rook and Hoch (1985) posited that consumer impulse buying is widespread both 
across population and across product categories, so that almost anything can be 
bought impulsively.   
Rook (1987) and his coauthors (Rook and Fisher; 1985 and Rook and Hoch 1985) 
enriched the study of impulse buying by identifying the internal psychological states 
underlying consumers‘ impulse buying episodes. In the seminal work of this 
approach, Rook and Hoch (1985) identified five distinguishable elements: feeling a 
sudden and spontaneous desire to act, being in a state of psychological 
disequilibrium, experiencing a psychological conflict and struggle, reducing cognitive 
evaluation and consuming without regard for consequences.  
While some studies have proposed a cognitive framework to explain consumer 
impulsiveness (Burroughs 1996; Puri 1996; Rook and Fisher 1995) while other 
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studies have focused on an emotional framework for analyzing impulse buying 
(Gardner 1988; Jeon 1989; Piron 1993; Rook and Gardner 1993).  
Rook (1987) described human impulsive behavior as being driven by both 
biochemical and psychological stimuli, with the latter function originating stimulation 
and motivation from both conscious and unconscious activity.  An individual‘s 
impulses are a creation of two competing forces: the pleasure principle and the 
reality principle.  The two compete because of difficulties in resistance of impulses 
that often involve anticipated pleasurable experiences.  The pleasure principle 
compromises deliberation of the reality principle with immediate gratification (Rook, 
1987). Consumers are influenced by an experience of inner conflict between both 
rational and emotional motives when a sudden buying impulse strikes (Hirschman, 
1985; Youn, 2000).  Holbrook, et al. (1990) 
 
Expanding on the Holbrook, et al. (1990) definition of impulse buying, Hoch and 
Lowenstein (1991) recognized impulse buying as a struggle between these two 
psychological processes of affect (emotions) and cognition (thoughts).  The 
affective process produces forces of desire resulting in impulsivity and the cognitive 
process enables willpower or self-control and the two are by no means independent 
of one another.  Even though in previous research they are examined separately, 
neither one alone can provide adequate accounts of the complete decision making 
process (Hoch & Lowenstein, 1991). Integration of affective and cognitive reactions 
is an important aspect of impulse buying (Burroughs, 1996; Gardner & Rook, 1988; 
Hoch & Loewenstein, 1991; Rook & Gardner, 1993), Hoch and Lowenstein (1991).  
When an individual lacks sufficient self-control over his buying desire, impulse 
buying transpires (Youn, 2000). The struggle between the inner emotional desire to 
buy and the inner cognitive willpower not to buy is like a balance beam that can shift 
at any moment and only a slight shift is needed in order to create a change.  
Emotional desire and cognitive willpower work against each other and generate an 
uneven impulsivity/self-control balance beam effect. As a consumer‘s emotional 
desire increases cognitive willpower decreases creating impulsivity, which will result 
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in an impulsive buy if all other contributing factors remain constant (Youn, 2000). 
The spontaneity, lack of control, stress and psychological disequilibrium disappear 
during the deliberation process eliminating the buy as impulsive (Youn, 2000). 
 
This research has added to the earlier literature by studying the involvement of the 
affective and the cognitive components in impulse buying. 
 
It may be observed that the affective component contributes very significantly in 
impulse buying among consumers. This leads us to conclude that consumers most 
often have an irresistible urge to buy, suffer from emotional conflict, manage their 
moods and like to increase their pleasurable moods states while indulging in 
impulse purchases.   
 
It has also been observed in the present study that the cognitive component also 
has a very strong effect on impulse buying among consumers. This has led us to 
infer that consumers tend to deliberate, mostly indulge in unplanned buying and 
have a disregard for the future while making an impulse purchase.  
 
It may therefore be concluded that both the affective and the cognitive components 
significantly affect impulse buying among consumers. However, it may also be 
observed that the affective component contributes to a greater degree than the 
cognitive component in impulse buying among consumers.  
 
5.4 Factors influencing purchase decisions  
 
The factors affecting purchase decisions refer to a series of self evaluations of 
behaviors performed while in the store and opinions related to the purchase of the 
relevant product category. Many of these statements were taken from the Wells and 
Tigert (1971) lifestyle inventory.  Cobb and Heyer (1986) expected that planners 
would be more likely to have an emotional attachment to their brand, buy the most 
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familiar brand, use the brand most frequently used, be certain of the quality of their 
brand, buy on the basis of their performance, and believe that their brands fulfills 
their needs better than other brands. Impulse purchasers were expected to shop for 
specials, be influenced by mood states, consider store brands and generic brands 
in their evoked set, examine a large number of packages, spend considerable time 
in locating the brand in the store and believe that advertised brands are better than 
non - advertised ones.  
 
The difference between purchase outcomes and intentions have been studied by 
Du Pont (1965), Kollatt and Willett (1967), POPAI (1963), Prasad (1975), West 
(1951) and they have concluded that impulse buying happens when consumers 
shop for specials, examine a large number of packages before their final decision to 
purchase, spend considerable time in their store and also are of the opinion that 
advertised brands are better than the non- advertised ones.  
 
D‘Antoni and Shenson (1973), Younn (2000) proposed that impulse buying could be 
distinguished from other types of consumer behavior in terms of the rapidity or 
impulsiveness with which consumers move through the decisional period toward the 
purchase.  They explained that an impulse buy is generated from experiencing the 
inherent need to satisfy basic wants and needs and varies in degree among all 
individuals which is a function of numerous variables. A decision in which the ―bits of 
information‖ processed and thus the time taken relative to the normal decisional time 
lapse are significantly less with respect to the same or quite similar products or 
services (D‘Antoni & Shenson, 1973). D‘Antoni‘s and Shenson‘s (1973) explanation 
falls short of recognizing that rapidness in decision making may result from 
previously created habits or be due to rapid rational thinking (Bagozzi, 1992; Belk, 
1985; Rook, 1987; Shapiro, 1992, Martin, Weun, & Beatty, 1993, Youn, 2000). Youn 
(2000) acknowledges that three criteria relating to unplanned purchases (response 
to in-store stimuli, no previously recognized problem and rapidity of purchase 
decision) are distinctive and potentially important criteria in the impulse buying 
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phenomenon. The rapidity of purchase decision or the time taken relative to the 
normal decisional time lapse is significantly less under an impulse purchase 
situation (D‘Antoni & Shenson, 1973; Youn, 2000, Baratt 1985, Buss and Plomin 
1975, Jackson 1974, Gerbing, Ahadi and Patton 1987, Schalling, Edman and 
Asberg 1983). The extent of effort that a consumer uses for problem solving tasks 
depends on how well established his/her criteria for selection are, how much 
information he/she already has about the product, and how many choice alternatives 
are available (Schiffman & Kanuk, 2000).   
 
The present study attempted to analyze impulse buying behavior by studying the 
various factors affecting purchase decisions.  
 
The results of the study suggest that impulse purchasers have the tendency to pick 
up the first brand available.  
 
It may also be concluded that the consumers who indulge in impulse buying tend to 
shop a lot for specials. This means that they tend to shop more when they find that 
there are sale / discounts / offers available at the store.  
 
The impulse buyers, as may be seen from the study, do not tend to see a large 
number of packages before making their final choice for purchase.  
 
It has also been found through the study that the impulse purchasers do not spend 
considerable time in location of their particular brand. This suggests that they do not 
have a lot of time at their disposal and are quick in making their purchase decisions.  
The study also throws light on the fact that they perceive that the advertised brands 
are much better than the non – advertised ones.  
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5.5 General Purchase Behavior 
 
The researchers Bellenger, Robertson and Hirschman (1978); Deshpande and 
Krishnan (1980) have concluded that impulse purchasers are less likely to go for 
shopping with a shopping list. Kollat and Willett (1967) concluded that the day of 
week does not affect unplanned purchasing. They also asserted that the in-store 
promotional activities are, of course, more intensive on Thursday, Friday, and 
Saturday. Percentages of unplanned purchases are higher on Friday and Saturday, 
only because more products are purchased on these days; when the number of 
products purchased is held constant, day of week is not related to unplanned 
purchasing. Kollat and Willett (1967) concluded that the presence of a shopping list 
affect customer unplanned purchasing. (Cobb and Hoyer (1986) have asserted that 
impulse buyers are most likely to shop late in the day and are least likely to carry a 
shopping list. Impulse buying has been considered as irrational immature, wasteful, 
shortsighted and risky (Rook and Fisher, 1985). This view may make it reasonable to 
think that it is socially desirable to deny the tendency to engage in impulsive buying 
behavior. Consumers want to manage good impressions by projecting themselves to 
be rational, mature, and smart and goal oriented (Cobb and Hoyer (1986). The 
present study attempted to analyze impulse buying behavior by studying the general 
purchase behavior. Impulsive buying often finds its outlet in credit card use and 
impulse buyers are more prone to buy on an impulse when using credit cards 
(Roberts 1998, Pirog and Roberts, 2007). It has already been established by (Pirog 
and Roberts, 2007, Mansfield, Pinto and Parente, 2003 ) that personality trait 
impulsiveness plays a significant role in explaining credit card misuse It was 
concluded in the present study that impulse buyers would not be carrying any 
shopping list with them. This suggests that impulse buyers mostly shop without any 
planning and any idea about their purchase whatsoever.  The availability of credit has 
enhanced impulse buying tendencies (Rook 1987, Smith, 1998; Eroglu and Machleit 
1993; Smith and Sherman 1993).  
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The present study concludes that the consumers do consider themselves as 
impulse buyers. This suggests that today most of them do tend to purchase 
impulsively. 
 
It may also be concluded that Others‘ also view them as impulse buyers which 
indicates that they are not so much concerned about others opinion in today‘s 
world.  
 
The present study concludes that payment by credit card greatly affects impulse 
buying which has also been established earlier by researchers.  
 
5.6 Demographics and Impulse Buying behavior 
 
5.6.1 Gender    
Research results in terms of gender generally differ (Rook & Hoch, 1985; Dittmar et 
al., 1995, 1996; Coley & Burgess, 2003; Gilboa, 2009; Buendicho, 2003; Verplanken 
& Herabadi, 2001; Gutierrez, 2004; Wood, 1998). Based on previous research 
demonstrating stronger impulse buying tendencies in women than men (Dittmar, 
2005). Dittmar, et.al,(1995) Lin and Chuang (2005) which shows that the level of 
impulsive buying behavior is gender specific. 
 
5.6.2 Age  
The research results mainly show that impulsive buying is associated with age 
(Bellenger et al., 1978; Wood, 1998; Gutierrez, 2004). It has been argued that 
shoppers under 35 years of age were more prone to impulse buying compared to 
those over 35 years old. Bellenger et.al. (1978) Wood, (1998) Lin and Chuang 
(2005).   Researchers have found a relationship between age and impulsive buying. 
Impulsive buying tends to increase between the ages 18 to 39, and then it declines 
thereafter (Bellenger & Robertson & Hirshman, 1978; Kacen and Lee, 2002). An 
inverse relationship was found between age and impulsive buying. It was also found 
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that the relationship is non monotonic. It is at a higher level between age 18 to 39 
and at a lower level thereafter (Wood, 1998). 
 
5.6.3 Education 
 It has been found in literature that impulse buying is not associated with education 
(Bratko, et al., 2007; Gutierrez, 2004). However Wood (1998) found a relationship 
with education wherein he posited that education has a significant association with 
education. 
 
5.6.4 Occupation 
Research results mainly show that impulsive buying is associated with employment 
status (Bassett and Beagan, 2008; Gilboa, 2009)  
5.6.5 Income 
Research results mainly show that impulsive buying is not associated with income 
(Bratko et al., 2007; Buendicho, 2003; Tirmizi et al., 2009; Gutierrez, 2004). However, 
Peter & Olson (1999) predict that a very strong relationship exist between income 
and impulse buying.  
5.6.6 Marital Status 
Coley A.L.1999 has suggested that couples married less than 10 years have the 
lowest rate of unplanned purchasing. The percentage of unplanned purchasing 
increases irregularly as length of marriage increases. 
 
5.6.7 Number of members in the Household 
 Research results mainly show that impulsive buying is associated with the number of 
household members (Miranda & Jegasothy, 2008). 
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5.7 Demographics and the Affective Component 
 
5.7.1 Irresistible urge to buy Coley A.L, (1999) suggested that females are more 
likely to experience an irresistible urge to buy compared to males. A reason females 
may experience a greater irresistible urge to buy compared to males may be due to 
the greater number of total shopping experiences (Kollat & Willett, 1967).  
 
5.7.2 Positive buying emotions Coley A.L, (1999) concluded in the study that 
females are more likely to experience positive buying emotions compared to males. 
Dittmar (1995) found females mood and enjoyment were ranked highest on concern 
compared to men. 
 
5.7.3 Mood management Coley A.L., (1999) indicated that a difference existed 
between males and females in terms of mood management.  Females were more 
likely to engage in mood management as compared to males. An explanation may be 
that females are more aware and more concerned (Underhill, 1999) of their moods 
and in return more capable and more motivated to change or maintain their feeling 
and moods compared to males (Peter & Olson, 1999). 
The present has ascertained that gender, age, education, income, marital status 
does have a significant association with irresistible urge to buy among consumers. It 
also postulates that occupation and the number of members in the household do not 
have a significant association with irresistible urge to buy among consumers. 
The study also asserts that occupation, income does affect the emotional conflict of 
consumers during impulse buying. It also suggests that the other demographic 
variables like gender, age, education, marital status and the number of members in 
the household do not lead the consumer into an emotional conflict during impulse 
buying.  
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The study concludes that age and marital status have a significant role to play in the 
positive buying emotions of the consumer during impulse buying. This also highlights 
the fact that the other variables like gender, education, occupation, income and the 
number of members in the household does not have a significant effect on positive 
buying emotions of the consumer during impulse buying. 
The study asserts that gender, education, income and marital status have a 
significant role to play in the mod management of consumers during impulse buying. 
The study further suggests that age, occupation and the number of members in the 
household does not have a significant association in mood management of 
consumers during impulse buying.  
5.8 Demographics and the Cognitive Component 
 
5.8.1 Cognitive Deliberation Coley A.L., (1999) suggested indicating a difference 
between males and females in terms of cognitive deliberation.  By examining mean 
scores, it appears that females are more likely to experience cognitive deliberation 
compared to males. An explanation may be that females, when compared to males, 
are more patient and enjoy the experience of making a good choice selection.  Men 
want to run in, get what they want, and get out (Underhill, 1999). 
 
5.8.2 Unplanned Buying Coley A.L., (1999) asserted that a significant difference 
existed between males and females in terms of unplanned buying. It was confirmed 
through his research that females are more likely to participate in unplanned buying 
as compared to males. This result may be contributed to the fact men are more likely 
to know what they need before entering the store (Rook & Hoch, 1987).  The males 
are aware knows what he wants and goes to get it without wasting anytime 
(Underhill, 1999). 
 
5.8.3 Disregard for the future Coley A.L., (1999) confirmed through the research 
that gender may not be an important factor in understanding disregard for the 
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future.  The study showed that very little difference existed between males and 
females. This result may means that consumers of both genders spend without 
regard for the future in a similar fashion. However, Dittmar (1995) found males 
were more financially concerned. 
 
The study suggests that gender, age, education, occupation, income, marital 
status has a significant effect on cognitive deliberation of consumers with respect 
to impulse buying. The variable related to the number of members in the 
household did not find any empirical support in this aspect.  
 
The study postulates that education, occupation, income and marital status do 
have a significant association with disregard for the future that a consumer has 
during impulse buying. It also suggests that gender, age, number of members in 
the household did not find any empirical support in this regard.  
 
The study ascertained that only age has been found to show empirical support 
with regards unplanned buying in consumers during impulse buying. The other 
variables like gender, education, occupation, income, marital status and number of 
members in the household have no association with unplanned buying among 
consumers with respect to impulse buying.  
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CHAPTER VI 
SUMMARY AND CONCLUSIONS 
 
This chapter includes a brief summary of the major findings resulting from this 
research, recommendations for future research, managerial implications, and several 
limitations of the study and also suggests some directions for future research.  
 
6.1 Summary 
Impulse buying is a pervasive and distinctive aspect of consumers‘ lifestyle and a 
focal point of considerable research activity in marketing especially in the area of 
consumer behavior. Research reports impulse purchasing to be a widespread 
phenomenon dating back to over fifty years amongst the consumers and across 
various product categories (Applebaum 1951; Clover 1950; Katona and Mueller 
1955; West 1951). An impulse purchase or impulse buy is an unplanned decision to 
buy a product or service, made just before a purchase. One who tends to make such 
purchases is referred to as an impulse purchaser or impulse buyer. Research 
findings suggest that emotions and feelings play a decisive role in purchasing, 
triggered by seeing the product or upon exposure to a well written promotional 
message. The problem of the present study was stated as follows: ―Impact of 
Affective and Cognitive processes on Impulse buying of consumers.‖ The main 
objective of the study was to find the effect of the affective and the cognitive 
components on impulse buying among consumers. An attempt was made to 
investigate the role of various demographic variables on impulse buying among 
consumers. The hypotheses were framed keeping in mind the objectives of the study.  
The total number of hypotheses framed was nine which were subjected to further 
analysis and tested by various statistical methods. These hypotheses are as follows: 
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1. Affective dimensions such as irresistible urge to buy, emotional conflict, 
positive buying emotions and mood management have no association with 
impulse buying among consumers. 
2. Cognitive dimensions such as cognitive deliberation, disregard for the future, 
unplanned buying have no association with impulse buying among consumers. 
3. The affective and the cognitive component have no association with impulse 
buying among consumers. 
4. The factors (price, tend to buy the same brand, preference for  a particular 
brand, pick the first brand available, shop for specials, see a large number of 
packages, spend considerable time in location of the brand, advertised brands 
are better) affecting purchase behavior have no association with impulse 
buying consumers. 
5. The general purchase behaviors by consumers have no significant difference 
with respect to impulse buying among consumers. 
6. The consumers‘ consideration of self and others‘ opinion of self has no 
significant difference with respect to impulse buying among consumers.  
7. The payment of purchases through credit card has no significant difference 
with respect to impulse buying among consumers.  
8. There is no significant difference across different demographic segments 
(gender, age, education, occupation, income, marital status, size of 
household) and the dimensions of the affective component (irresistible urge to 
buy, emotional conflict, positive buying emotions and mood management) with 
respect to impulse buying among consumers.  
9. There is no significant difference across different demographic segments 
(gender, age, education, occupation, income, marital status, size of 
household) and the dimensions of the cognitive component (cognitive 
deliberation, disregard for the future and unplanned buying) with respect to 
impulse buying among consumers.  
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The sample for the present study was chosen using the method of convenience 
sampling. A total of 737 responses were found to be correct which have been used 
for this study. The scale for the measurement of impulse buying was based on a 
study by Seomi Younn (2000). The Scale consisted of 2 components viz; the 
affective and the cognitive. The Affective component had four dimensions namely as 
irresistible urge to buy, emotional conflict, positive buying emotions and mood 
management. The cognitive component in turn had three dimensions which were 
cognitive deliberation, disregard for the future and unplanned buying. The data was 
collected by consumers by administering them the questionnaire. After collecting the 
responses the data was analyzed using SPSS 16.0. Statistical method namely ‗T 
test‘, ‗ANOVA‘, ‗Correlation‘ were used to test various hypotheses. Finally, 
‗Regression‘ was calculated to find whether there exists a significant impact of the 
affective and the cognitive components on impulse buying among consumers. Some 
major findings of the study are that the present research helps us to conclude that the 
affective dimensions such as irresistible urge to buy, emotional conflict, mood 
management and positive buying emotions predict impulse buying among 
consumers. It may also be stressed that the irresistible urge to buy has a far greater 
impact than the other dimensions. It also helps us to conclude that the cognitive 
dimensions such as cognitive deliberation, disregard for the future and unplanned 
buying together predict the impulse buying among consumers.  It may however be 
stressed that the dimension of disregard for the future has the greatest impact than 
the other two dimensions. It may therefore be concluded that both the affective and 
the cognitive components significantly affect impulse buying among consumers. 
However, it may also be observed that the affective component contributes to a 
greater degree than the cognitive component in impulse buying among consumers. 
The results of the study suggest that impulse purchasers have the tendency to pick 
up the first brand available. It may also be concluded that the consumers who indulge 
in impulse buying tend to shop a lot for specials. This means that they tend to shop 
more when they find that there are sale / discounts / offers available at the store. The 
impulse buyers, as may be seen from the study, do not tend to see a large number of 
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packages before making their final choice for purchase. The present study concludes 
that the consumers do consider themselves as impulse buyers. This suggests that 
today most of them do tend to purchase impulsively. It may also be concluded that 
Others‘ also view them as impulse buyers which indicates that they are not so much 
concerned about others opinion in today‘s world. The present study concludes that 
payment by credit card greatly affects impulse buying which has been established 
earlier by other researchers as well. The study ascertains that age, gender, education 
and income have been found to have a significant impact on impulse buying among 
consumers. 
6.2 Conclusions  
The purpose of the study was to assess whether there is a significant impact of the 
affective and cognitive components on impulse buying among consumers. 
Additionally, the study also studied the various factors affecting purchase decisions 
and some general purchase behavior. An attempt was also made to find the 
frequency of purchase for various products by consumers. 
The theoretical framework for consumer behavior proposed that impulse buying 
consisted of the affective and the cognitive components which have been used to 
measure impulse buying among consumers. 
The affective and the cognitive dimensions are envisaged to be strong predictors of 
impulse buying among consumers. 
The present study suggests that consumers sometimes feel their inability to resist 
from purchases, suffer from guilt feelings or regret after making impulse purchases. 
They have also been found to engage in impulse buying in order to prolong their 
pleasurable mood states as they feel it acts as stress busters for them. However, 
irresistible urge to buy has been found to have the greatest impact than the other 
dimensions like mood management, positive buying emotions and emotional conflict.  
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Consumers have been found to think before going in to make any purchases and 
also tend to make significant purchases without thinking about their future. The study 
suggests a complete lack of planning by consumers. However, the dimension of 
disregard for the future has the greatest impact than the other two dimensions of 
cognitive deliberation and unplanned buying.  
The affective component contributes to a much greater degree than the cognitive 
component in impulse buying among consumers.  
It has been found that the consumers who indulge in impulse buying tend to shop a 
lot for specials. This means that they tend to shop more when they find that there are 
sales / discounts / offers available at the store.  
The impulse buyers, as may be concluded in this study do not see a large number of 
packages before making their final choice for purchase. 
It may also be concluded that the impulse purchasers do not spend time in location of 
their particular brand. This suggests that they do not have a lot of time at their 
disposal and are quick in making their purchase decisions.  
It may be observed that the impulse buyers tend to do shopping without a shopping 
list.  
It has been observed that the consumers tend to perceive themselves as impulse 
buyers. Additionally, they feel that others‘ also perceive them as impulse buyers.  
It has been ascertained that age, gender, education and income have been found to 
have a significant impact on impulse buying among consumers. 
6.3 Managerial Implications and Recommendations  
The research is relevant to the study of consumer behavior professionals and 
academicians alike as it provides a methodology for effectively studying consumer 
behavior especially with respect to impulse buying.  
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The study has contributed a model for impulse buying with both the affective and the 
cognitive components as its two major concepts that have a significant impact on 
impulse buying.   
The study ascertains that the marketers should focus on factors leading to impulse 
buying on products like food items and books, magazines and newspapers etc. 
whereas for products like electronics and body care items the impulse buying is at a 
minimal level. The retailer should therefore give more visibility to such items in the 
retail store as regards the placement of products in the designated area. 
The marketer should integrate both the affective and the cognitive components so 
that it leads to impulse purchases. 
The awareness for the products may be created by the retailer by placing the product 
at a strategic location thus hoping that this may lead to an increase in purchase 
decision.  
At the time when retailers are offering discounts during sale periods, the marketer 
must give extra emphasis on the determinants of the affective and the cognitive 
processes. This would result in increase in impulse buying. 
Marketers should ensure to facilitate the payment process by allowing purchases by 
credit cards which leads to greater impulse buying and thereby increase in purchase. 
The different components of the demographics have varying relations with impulse 
buying. Hence care must be taken while generalizing the results across various 
product categories at different geographic locations.   
6.4 Limitations 
The method of data collection was survey done using a questionnaire. Researchers 
have limitations with this type of data collection Because of the low rate responses, 
complex and confusing questions and surveys that might be too long (Cooper and 
Schindler, 2003).  
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The questionnaires used for the survey was prepared in English. The Language did 
pose a problem towards the consumer survey as some of them were not so fluent in 
the language.  
The study is limited only to the geographical location of Mumbai, India and the results 
may or may not be applicable elsewhere in the world. Hence, the generalization must 
be made with caution.  
The sampling method used in the study is convenience sampling. Given that a 
convenience sample is not considered an effective method of representation of the 
population, the results must be interpreted cautiously, especially when generalized. 
Hence, this may have led to some biases in the study. 
The number of respondents varied in terms of the age groups, gender, income levels, 
occupations, education. This may have influenced the results of the differences 
between two groups. 
 
6.5 Future Research Potential 
The findings of this study have implications for future studies as follows: 
Multiple measurement methods are needed for justifiability of the variety and 
intricacy of consumer behavior (e.g., participant observation, interviews, 
scenarios, protocols, etc.).  An optimal approach may be to track the consumer 
over time to examine the how, when, and why of purchase. 
 
The sample must be expanded to include a much larger general population to make it 
more representative.  
 
The study must also be done across various other geographical regions. 
 
Although impulse buying is presumed to be largely universal, an attempt may be 
made to study the impact that it has across other cultures.  
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The study may also be undertaken to include various demographic subcultures, 
social classes and lifestyle factors. 
 
The future research might explore impulse buying within television, internet, 
telemarketing, direct mail shopping, and other non-store formats. 
 
This study did not expand on the difference between impulsive buying and 
compulsive buying. Another possible research study could focus on impulse buying 
behaviors in comparison with compulsive buying behavior among consumers.  
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AUTHOR SUMMARISED DEFINITIONS 
  
Stern, 1962 
Truly impulsive buying, the novelty or escape 
purchases which break the normal buying pattern. 
  
Kollat and Willett, 1967 
The cell in the intention-outcomes matrix that 
corresponds to the situation where no explicit 
recognition of a need for such a purchase existed 
prior to entry into the store. 
  
D‟Antoni & Shenson, 
1973 
Impulse buying can be distinguished from other 
types of consumer behavior in terms of the rapidity 
or impulsiveness, which the consumer movers 
through the decisional period for purchase of 
goods.  “A decision in which the „bits of information‟ 
processed and thru the time taken relative to the 
normal decisional time lapse are significantly less 
with respect to the same or quite similar products 
or services. 
  
Bellenger, Robertson, 
Hirschman, 1978 
Purchases resulting from a decision to buy after the 
shopper entered the store.  
  
Weinberg & Gottwald 
1982    
Impulse buying is characterized as encompassing 
purchases with high emotional activation, low 
cognitive control, and largely reactive behavior. 
  
Rook & Hoch 1985 
Behavior which involves a sudden and 
spontaneous desire to act, representing a clear 
departure from the previous ongoing behavior 
stream followed by psychological disequilibrium 
and psychological conflict and struggle. 
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Rook, 1987 
Impulse buying occurs when a consumer 
experiences a sudden, often powerful and 
persistent urge to buy something immediately.  The 
impulse to buy is hedonically complex and may 
stimulate emotional conflict.  Also, impulse buying 
is prone to occur with diminished regard for its 
consequences.  
  
Han, 1987 
Customers‟ purchasing behavior on unplanned 
basis along with the four aspects of the “impulse 
buying mix” (proposed by Stern, 1962) 
  
Jeon, 1990 
A sudden and immediate purchase with no pre-
shopping intentions either to buy the specific 
product category or to fulfill a specific buying task. 
  
Holbrook, 
O‟Shaughnessy & Bell, 
1990.  
Recent approaches to consumer research have 
tended to regard consumer behavior either as a 
mode of reasoned action or as a repository of 
emotional reactions.  We (Holbrook, 
O‟Shaughnessy & Bell) argue that a one-side focus 
on either aspect by itself – actions or reactions – 
provides a distorted view of the consumption 
experience. It therefore proposed an integrative 
overview of the consumption experience that 
attempts to provide a synthesis by tying together 
the complementary roles of reasons and emotions 
in consumer behavior. 
  
Piron, 1991 
A purchase that is unplanned, the result of an 
exposure to a stimulus, decided “on the spot.” Five 
crucial elements that distinguishes impulsive from 
non-impulsive: feeling a sudden and spontaneous 
desire to act, being in a state of psychological 
disequilibrium, experiencing a psychological 
conflict and struggle, reducing cognitive evaluation 
and consuming without regard for the 
consequences. 
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Hoch & 
Loewenstein,1991    
A Struggle between the psychological forces of 
desire and willpower. Two psychological processes 
of emotional factors which are reflected in the 
reference-point model of deprivation and desire 
and cognitive factors which are reflected in the 
deliberation and self-control strategies are by no 
means independent of one another.  A change in 
either desire or willpower can cause the consumer 
to shift over the buy line, resulting in a purchase.  
Emotions influence cognitive factors (e.g., desire 
motivating a rationalization of the negative 
consequences of a purchase) and vice versa (e.g., 
cost analysis reducing a desire). 
  
Rook & Fisher, 1995 
Buying impulsiveness is a unidimensional construct 
that embodies consumers‟ tendencies both to think 
and to act in identifiable and distinctive ways.  
Specifically, buying impulsiveness is defined as a 
consumer‟s tendency to buy spontaneously, 
unreflectively, immediately, and kinetically. Highly 
impulsive buyers are more likely to experience 
spontaneous buying stimuli; their shopping lists are 
more “open” and receptive to sudden, unexpected 
buying ideas. 
  
Burroughs, 1996 
Impulsive buying behavior can be characterized as 
a type of holistic information processing whereby a 
match is recognized between the symbolic 
meanings of a particular product and a consumer‟s 
self-concept.  When such a match is recognized, 
the resulting urge to purchase the item will be 
instant, compelling and affectively charged.  So, 
powerful, perhaps, that it overrides any more 
analytic assessments of the purchasing situation. 
  
Beatty & Ferrell, 1998 
Impulse buying is a sudden and immediate 
purchase with no pre-shopping intentions either to 
buy the specific product category or to fulfill a 
specific buying task.  The behavior occurs after 
experiencing an urge to buy and it tends to be 
spontaneous and without a lot of reflection. 
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Weun, Jones, & 
Beatty,1998; Rook, 1987; 
Rook & Fisher, 1995      
Impulse buying occurs when an individual makes 
an unintended, immediate, and unreflective 
purchase. 
  
Wood, 1998 
He defines akratic (weakness of will) impulse 
buying as unplanned purchases, undertaken with 
little or no deliberation, accompanied by effectual 
or mood states, which furthermore are not 
compelled, and which finally, are contrary to the 
buyer‟s better judgment. 
  
Youn, 2000 
An irresistible desire to buy competes with the 
willpower to delay immediate gratification.  When 
an individual lacks adequate control over his 
buying desires, impulse buying takes place. 
  
Youn & Faber, 2000 
Impulse buying may be influenced by internal 
states or traits experienced by consumers, or by 
environmental factors/sensory stimuli. Lack of 
control, stress reaction, and absorption are the 
main general personality factors that underlie 
the tendency the buy impulsively 
  
Dholakia, 2000 
Introduces a model examining cognitive and 
volitional processes and makes distinction between 
consonant (harmonious) impulses and dissonant 
(conflicting) impulses and elaborates on the role of 
the impulsivity trait, situational variables, and 
constraining factors in enactment or resistance of 
the consumption impulse. 
  
Vohs, K.D & Faber R.J 
(2007) 
Self - regulation is a significant determinant of 
situational impulsive spending. Using a model that 
depicts self-control abilities as being governed by 
a global, but limited, resource that becomes 
depleted with use, they found that temporarily low 
self-regulatory resources predicted heightened 
impulsive spending tendencies. 
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Parboteeah Veena D, 
Valacich Joseph S., & 
Wells John D. (2009) 
The impulsive behavior‟s likelihood and magnitude 
was directly influenced by varying the quality of 
task relevant and mood-relevant cues. 
  
Sharma, P. , Bharadhwaj 
S, & Marshall R (2010) 
They demonstrate that impulse-buying and 
variety-seeking bebaviours have a common 
psychological origin in the state of low arousal (or 
stimulation). 
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Questionnaire for Consumers 
Dear Consumers, 
 
You are invited to participate in a research study examining the 
various aspects of your buying behavior. The Study is being 
conducted by Ms. Kiran Sharma of the K.J.Somaiya Institute of 
Management Studies and Research, Mumbai as part of her Doctoral 
dissertation. 
 
The purpose of the study is to identify the various factors that affect 
your purchase behavior in a day to day setting. The study also aims 
to examine the buying behavior with regard to various products. If 
you agree to participate, you will be one of the approximately 1000 
participants who will participate in this research. 
 
The survey will take approximately 20 minutes to complete. There 
are no risks or penalties for your participation in this research study. 
Your participation in completing this survey is voluntary and you 
may decline to answer any question that makes you uncomfortable. 
However, information published as a result of this study will be 
published in aggregate form so that no individual research 
participant may be identified. Your answers, therefore, remain 
confidential under all circumstances. 
 
For any further queries about this study you may contact the 
researcher: Ms.Kiran Sharma at 91-22-67283029. 
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I. Personal Details 
 
1. Name: _________________________________________ 
2. Please specify your gender        Female        Male 
 
3. Kindly indicate your age-group. (Tick the appropriate) 
 Less than 20 
 21-40 
 41-60 
 60+ 
4. What is the highest educational level you have achieved? 
 Did not complete schooling 
 Completed schooling  
 Completed graduation 
 Completed post-graduation 
 Others ____________________ 
5. What is your occupation? 
          Service 
          Self Employed 
          Professional 
          Housewives 
          Students 
          Others _______________ 
 
6. Into which of the following categories does your total annual household income 
(before taxes) fall? Please combine all members of your household and include 
wages of salary, pensions, interest and all other sources. 
 Up to 3,00,000 
 Rs. 3,00,001 to Rs. 5,00,000 
 Rs. 5,00,001 to Rs. 10,00,000 
 Rs. 10,00,001 to Rs. 15,00,000 
 Above 15,00,000 
 
7. What is your marital status? 
 Married      Unmarried  
 
8. Kindly indicate the size of your household. (Tick the appropriate) 
 Up to 2       3-5     6-8    More than 8 
 
9. Location:   Mumbai 
Any Other: __________________________ 
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II. Impulse Buying Behavior 
 
10. For each of the statements given below, I’d like to know how much you agree or 
disagree. Please circle the number that best describes your behavior using the 
scale given below: 
 
(1) I strongly disagree with the statement 
(2) I somewhat disagree with the statement 
(3) I neither agree nor disagree with the statement 
(4) I somewhat agree with the statement 
(5) I strongly agree with the statement 
  
Sr. 
No. 
Statement Strongly 
disagree 
Somewhat 
disagree 
Neither 
agree 
nor 
disagree 
Somewhat 
agree 
Strongly 
agree 
1)  I enjoy the sensation of 
buying products 
impulsively 
1 2 3 4 5 
2)  I tend to think about 
alternatives a great deal 
before I buy things 
1 2 3 4 5 
3)  Buying things on impulse 
gives me a sense of joy 
1 2 3 4 5 
4)  I buy things even though 
I can't afford them 
1 2 3 4 5 
5)  The urge to buy 
something just comes 
over me all at once and I 
am overwhelmed 
1 2 3 4 5 
6)  I feel a sense of thrill 
when I buy something 
impulsively 
1 2 3 4 5 
7)  Even when I see 
something attractive, I 
usually think about the 
consequences before I 
buy it 
1 2 3 4 5 
8)  When I go shopping, I 
buy things that I had not 
intended to purchase 
1 2 3 4 5 
9)  When making impulse 
purchases, I find myself 
delighted, amused and 
enthusiastic 
1 2 3 4 5 
10)  I am a person who makes 
unplanned purchases 
1 2 3 4 5 
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Sr. 
No. 
Statement Strongly 
disagree 
Somewhat 
disagree 
Neither 
agree 
nor 
disagree 
Somewhat 
agree 
Strongly 
agree 
11)  I experience a helpless 
feeling when I see 
something attractive in 
store 
1 2 3 4 5 
12)  I buy a product to change 
my mood 
1 2 3 4 5 
13)  When I buy things, I am 
more likely to be slow and 
reflective than to be quick 
and careless 
1 2 3 4 5 
14)  I am a very cautious 
shopper  
1 2 3 4 5 
15)  I experience mixed feelings 
of pleasure and guilt from 
buying something on 
impulse 
1 2 3 4 5 
16)  I feel the desire to buy an 
item as quickly as possible 
so as to terminate the pain 
of not buying 
1 2 3 4 5 
17)  I experience some 
emotional conflict when 
buying impulsively 
1 2 3 4 5 
18)  I have difficulty getting 
control over my buying 
impulses 
1 2 3 4 5 
19)  Buying is a way of reducing 
the stress of my daily life 
1 2 3 4 5 
20)  I buy things on impulse 
when I am upset 
1 2 3 4 5 
21)  When faced with purchase 
decision, I usually take time 
to consider and weigh all 
aspects 
1 2 3 4 5 
22)  Sometimes I regret buying 
things on impulse 
1 2 3 4 5 
23)  I sometimes find myself in 
a state of tension as I buy 
things on impulse 
1 2 3 4 5 
24)  
I tend to spend money as 
soon as I earn it 
1 2 3 4 5 
25)  
Sometimes I feel sorry 
about buying something on 
impulse 
1 2 3 4 5 
  
290 
Sr. 
No. 
Statement Strongly 
disagree 
Somewhat 
disagree 
Neither 
agree 
nor 
disagree 
Somewhat 
agree 
Strongly 
agree 
26)  Sometimes, I buy 
something in order to make 
myself feel better 
1 2 3 4 5 
27)  When I'm feeling down, I 
go out and buy something 
impulsively 
1 2 3 4 5 
28)  When walking through 
stores, I can't help but buy 
an attractive item that 
catches my eye 
1 2 3 4 5 
29)  I often buy a product that I 
don’t need, while knowing 
that I have very little 
money left 
1 2 3 4 5 
 
III. Frequency of Purchase for Specific Products 
 
11. Kindly indicate the frequency of your purchase for the products given below. 
(Tick in the relevant column) 
 
Sr.No. Type of Product Never Yearly Seasonal Monthly Weekly 
1)  Clothes(e.g. t-shirts, 
trousers/jeans, evening 
wear, dressing gowns) 
     
2)  Food Items       
3)  Electronics      
4)  Footwear      
5)  Body Care Items (eg: 
shampoo, lotion) 
     
6)  Toys      
7)  Books, magazines & 
newspapers 
     
8)  Jewellery      
9)  Sports Goods      
10)  Entertainment Media (eg: 
Movies/Music CDs or 
DVDs) 
     
11)  Cosmetics      
12)  Kitchen Items (eg: knives, 
pans) 
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IV. Factors Influencing Purchase Decisions 
 
12. For each of the statements given below, I’d like to know how much you agree or 
disagree. Please circle the number that best describes factors influencing your 
purchase decisions using the scale given below: 
 
(1) To a very slight extent 
(2) To a slight extent 
(3) To some extent 
(4) To a large extent 
(5) To a very large extent 
 
Sr.No. Statement To a 
very 
slight 
extent 
To a slight 
extent 
 
To 
some 
extent 
 
To a large 
extent 
To a 
very 
large 
extent 
1)  I consider price as a major 
reason for my brand 
selection 
1 2 3 4 5 
2)  I tend to buy the same 
brand (for the chosen 
product category) again 
and again 
1 2 3 4 5 
3)  I prefer a particular brand 
only (for the chosen 
product category) 
1 2 3 4 5 
4)  I pick the first brand that I 
see (for the chosen 
product category) 
1 2 3 4 5 
5)  I shop a lot for specials 
(products on 
sale/discounts/offers) 
when purchasing 
1 2 3 4 5 
6)  I examine a large number 
of packages before finally 
deciding on one of them. 
1 2 3 4 5 
7)  I spend considerable time 
in locating my brand or 
during in-store search 
1 2 3 4 5 
8)  Advertised brands are 
better than non-
advertised brands 
1 2 3 4 5 
 
 
 
 
 
 
 
 
  
292 
 
V. General Purchase Behavior 
 
13. What time of the day do you usually go for shopping? 
      Anytime    Morning   Afternoon   Evening   At Night    No particular time 
 
14. What day of the week do you prefer for shopping? 
             Any day    No particular day   Any Weekday    Only on weekend   
 
15. Do you go for shopping with a shopping list? (Tick the appropriate) 
                Never    Rarely   Sometimes    Often    Always 
 
16. For each of the statements given below, I’d like to know how much you agree or 
disagree. Please choose the option that best describes your behavior using the 
scale given below: 
 
(1) I strongly disagree with the statement 
(2) I somewhat disagree with the statement 
(3) I neither agree nor disagree with the statement 
(4) I somewhat agree with the statement 
(5) I strongly agree with the statement 
 
   Sr. 
   No. 
Statement Strongly 
disagree 
Somewhat 
disagree 
Neither 
agree 
nor 
disagree 
Somewhat 
agree 
Strongly 
agree 
1)  When you think about 
your buying behavior in 
general, do you consider 
yourself to be an impulse 
buyer?  
1 2 3 4 5 
2)  Would people who know 
you consider you to be an 
impulse buyer?  
1 2 3 4 5 
3)  Do you think you tend to 
purchase on an impulse 
because you pay by credit 
card. 
 
1 2 3 4 5 
 
 
 
 
 
Thank You! 
